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We Are That SALESMAN Who 
Comes To You and Shows: You 
The Trade He Control. # 











The one best dealer in eachtown in this 
country we can get for you, if your goods 
will bear the “ search-light,” 

The success of our plans—carried out— 
is sure because they are founded on the 
eternal selfishness of the retail dealer. 


When you prove that you do those 
things which profit him, he is with you. 

We stand ready to make you the best 
friend in your line of the one best dealer in 
every town and city of the United States 
and Canada. 

We furnish everything but quality of 
product. Without that our efforts are. not 
worth your paying for. 

It isn’t likely we will tell all our ideas 
for the asking, but earnestness begets 
earnestness. 





CONVERSE D. MARSH, Chairman Executive Committee, 
The Bates Advertising Co., 15 Spruce Street; New York 


The Explanation is—new methods. 
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THE NIROKU SHIMBUN, 
TOKYO, JAPAN. 


November 25, 1907. 


The Printers’ Ink, 
New York City, U. S. A. 


u 


Gentlemen: —Enclosed please finda 
P, O. O. for Three Yen (Y. 3) fora 


six months’ subscription of the 


Printers’ Ink, beginning with the next 


issue after your receipt of this note. 
As the exact amount of the rate and 
postage is not known to us, please ad- 
vise us if there is a surplus or 


shortage. 
Very truly yours, 


THE NIROKU SHIMBUN, 


per Fujito Onose, 
Gen. Mgr. 
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WHAT SPACE SHALL WE 
USE? 

THE PERPLEXING PROBLEM EVERY 
ADVERTISER HAS TO ANSWER— 
HERE ARE SOME CONCLUSIONS 
WHICH HAVE BEEN DRAWN FROM 
LONG EXPERIENCE IN PLACING 
ADVERTISEMENTS OF VARIOUS 
SIZES IN THOUSANDS OF NEWS- 
PAPERS, 


In order to realize true econ- 
cmy in advertising we must ap- 
portion our space so that each 
advertisement will have “just 
enough” to secure the maximum 
amount of benefit. 

If the ad is too big money is 
wasted. 

If the ad is too small, 
waste will be even greater. 

It is perhaps best to err on the 
large size, because then there is 
a better chance of winning out. 

It is best, of course, to use “just 
enough.” But what is just 
enough? 


Some of the Difficulties. 


Shall we divide the appropria- 
tion among so many months or 
weeks—then again into a certain 
number of newspapers—and still 
again by the number of inser- 
tions, and see what each ‘unit will 
buy in each paper? 

That’s. logical, maybe—but it 
would be a tremendous job in a 
big campaign—and the ads would 
be a hundred different shapes and 
sizes, causing further difficulties. 

The amount that would buy a 
few inches in a Chicago or New 
York newspaper would pay for 
a half-page or page in thousands 
of others. 

And after all the figuring and 
fussing we wouldn't yet have 


the 


No. 12. 


eliminated the of 
waste. 

The appropriation might be too 
small to secure the right space in 
all the papers—or it might be 
larger than necessary to secure 
the maximum benefit from stated 
mediums. 

Then how are we going to de- 
cide? 

“Take enough space to say 
what you ought to say, effective- 
ly,” says one man. 

“Gauge it by what competitors 
are doing,” says another. 

“It depends on the medium you 
use, and the frequency of inser- 
tion,” says still another. 

“It depends on the amount of 
money you can afford to spend,” 
shouts the chorus. 


General Rules, 
It is obvious that we ought to 
take enough space to present our 
arguments clearly and attractive- 


possibilities 


Also, that we ought to con- 
sider the competition, so that our 
ads would not be over-shadowed 
by other ads competing for at- 
tention. Also, we have to con- 
sider the number and _ character 
of mediums, and the frequency of 
insertion. 

And certainly we do not have 
an absolutely free rein in the 
matter of expenditure. 

All these things influence the 
decision—yet they do not, either 
individually or collectively, decide 
the problem for us. 

A large business, as a rule, 
needs larger space, in keeping 
with its prestige, and in order to 
maintain its relative importance 
among other advertised concerns. 
The public seems to credit a 
product or a firm with the im- 
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portance it commands, and con- 
cedes importance or popularity to 
articles most advertised. 

The volume of existing or 
prospective business will probably 
influence us. The particular pur- 
pose of the advertising will also 
have an important bearing onthe 
decision. 

The extent and nature of our 
previous ‘advertising, if any, 
would be still another factor to 
consider, 

We might also do some figur- 
ing with rates, if we could gain 
any possible advantage by using 
a certain amount of space within 
a certain period in certain papers. 

After we had nearly come to a 
decision, according to eur best 
judgment, we may be further 
confused by a consideration ‘of 
many theories about whether it 
is better to run a small adver- 
tisement often ona larger adver- 
tisement less frequently — or 
whether it is better to use big 
space in a few of the best papers 
or a smaller space in all the pa- 
pers. 


Reaching a Decision. 


The decision will be reached 
by different advertisers from 
different directions. 

One will first decide merely that 
he wants to use the best papers 
in certain cities or towns in a 
certain State, or in any number 
of States. He and his agent pick 
out the best papers—but before 
he can get an estimate on the 
total cost he must decide what 
sizes to make his ads, 

Another advertiser starts by 
appropriating a certain sum of 
money and it is left to the agent 
to distribute it most judiciously, 
to the greatest advantage for the 
advertiser. But before the agent 
can apportion the appropriation 
he must know what size ads to 
figure on. 

Another advertiser will begin 
at the beginning, so to speak, by 
first getting up his advertisements 
in the right sizes—then figure on 
the number of papers, frequency 
of insertion and size of the ap- 
propriation necessary to accom- 
plish the desired results. 

But what are the right sizes 


for advertisements—first or last 
it seems the most important ques- 
tion to decide. 

The Best Sizes, 

A great deal of experience in ex- 
tensive newspaper advertising, 
coupled with close study of this 
question of size of ads, has re- 
sulted in some interesting and 
valuable conclusions governing 
thé depth it is necessary to give 
ads of different widths in order 
to secure the maximum amount 
of attention value, 

The net results of long, ob- 
serving research and much ex- 
perimenting are as follows: 

A single column advertisement 
need be no greater in depth than 
six inches; five-inch ads always 
seem a little too short, and seven 
or eight-inch ads were unneces- 
sarily large; six-inch depth seems 
to be just about right. 

Advertisements two columns 
wide appear to have the right 
proportions when they are seven 
inches deep. Greater depth does 
not secure proportionately great- 
er value. If more space is neces- 
sary to accommodate text or il- 
lustration it is better to increase 
the width than depth. 

Advertisements which are three 
columns wide seem correctly bal- 
anced when they are seven or 
eight inches deep. 

A four column advertisement 
needs a depth of ten inches—no 
more, no less. 

Five-column width requires a 
twelve-inch depth. 

While ads which are six and 
seven columns wide, the latter as 
a rule being the entire width of 
the paper, do not need so much 
depth—nine or ten inches usually 
seeming sufficient. 


Why These Sizes Are Best. 


Advertisements of these depths 
are large enough in proportion to 
their width to permit of adequate 
illustration and proper amount 0! 
text correctly balanced and dis- 
played. : 

As a general rule advertise- 
ments of these proportions dom- 
inate the entire page of the news- 
paper in which they appear—or 
at least tou as great an extent a 

(Continued on page 6.) 
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Great battles are generally won by a 
narrow margin. A few minutes, a single 
company of men, a little better strategy, 
have once and again turned the tide of 
history. 


How about business battles ? 


The difference between THE SATUR- 
DAY EVENING Posr and the next great- 
est weekly magazine as advertising 
mediums may be considerably less than 
360 degrees, but— 


If this difference is sufficient to turn 
the wavering battle in your favor, it 
amounts to all the difference in the world. 


There are four millfon readers in 
THE SATURDAY EVENING Post's army. 


THE CurTIs PUBLISHING COMPANY 
PHILADELPHIA 


Bosron CHICAGO BuFFALO 
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is possible with ads of these sev- 
eral widths respectively. 

They also invariably secure the 
best position and the greatest 
prominence—they appear to far 
better advantage than other ads 
of the same widths but with 
greater or lesser depth—while 
with smaller ads the advertiser 
must either, take his chances on 


securing good position, or pay a 
premium for it. 
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An advertisement three col 
umns wide and seven inches dee} 
is, as a rule, better than an ad- 
vertisement two columns wide 
and ten inches deep—though: eacl 
occupy practically the sam 
amount ot space. 

Likewise an advertisement two 
columns wide and seven inches 
deep is much preferable to an ad 
vertisement one column wide and 
fourteen inches deep. ° 
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Exampte 1. Showing that ten-inch depth was all that was necessary to make the four- 
column Regal advertisement entirely dominate the page on which it appeared. Contrast with 


the long two-column advertisement occupying 


As another observer remarks: 
“The danger of using too little 
space is not so much in the im- 
possibility of saying anything 
worth saying as in the fact that 
such advertisements are fearfully 
convenient for the printer in 
making up his forms. There are 
so many odd corners and out-of- 
the-way places where they will 
drop in nicely as a filler.” 


practically the same total amount of space. 


It may not be hard to find ex- 
ceptions to these rules, of course 
—and reasons for them are not 
sasy to explkin—but the closest 
and widest observation will show 
that they are pretty safe rules to 
follow. 


What Observation Shows. 


These 
vincingly 


con- 
ap 


conclusions are 
supported by the 
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pearance of the several newspa- 
per pages, three of them irom 
the same paper, reproduced here- 
with—and a critical examination 
of hundreds of different news- 
paper pages will show substan- 
tially the same results. The three 
pages from the New York Sun 
contain as many advertisements 
of clients of the Hampton Com- 
pany, which dominate the page 
upon which each appears, 

Note in Example 1 how the 


would it have offered the same 
opportunities for illustration and 
big, bold, well-balanced display. 
Greater prominence could hard- 
ly have been secured if the adver- 
tisement had been a couple of 
inches deeper, or a column wider 
—certainly not sufficient to make 
it worth the increased cost. 
There seems no question but that 
the greatest possible value has 
been secured for this amount of 
space by giving it the “right” 
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ExAmPte 2. Illustrating the “ sufficiency’ of a seven-inch depth for a three-column 
advertisement—gets prominence and gets position—and is nicely balanced. 


advertisement of Regal Shoes, 
which is four columns wide and 
ten inches deep, had the effect of 
being the biggest ad on the page 
—though it, occupies very little 
more actual space than the two 
column ad next to it. 

This advertisement would not 
have been so prominent had _ it 
Leen made only two columns wide 
and twenty inches deep, nor 


proportions, viz.: a ten-inch depth 
for a four column width, 

In Example 2 we have one 
newspaper page of many that 
might be shown to demonstrate 
the soundness of the conclusion 
that seven inches is the right 
depth for an advertisement three 
columns wide. 

Placed on a page with reading 
matter, it will be noticed the .ad- 
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vertisement of Ramleh Cigarettes 
secures the best position, Not by 
reason of extra price or special 
favor—but most likely because 
that size best adapted itself to the 
make-up of the page in this way. 

This Ramleh advertisement has 
equal prominence with the three- 
column ad placed above it, which 
is of greater depth. And cer- 
tainly it has greater prominence 


greatest possible prominence and 
better position secured by adver- 
tisements of this ideal proportion, 
viz.: seven-inch depth for three. 
column width. 

Of course there are> occasions 
when a depth of seven inches 
might be found insufficient to 
properly display certain text and 
illustration. The advertisements 
could then be made eight or nine 
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EXAMPLE 3. 


Here we see a two-column advertisement with the seven-inch depth in better 


position and with greater attention-value than a two-column advertisement of much greater 
depth—a most convincing demonstration of the fact that seven-inch depth is enough to insure 
greatest possible prominence to a two-column ad. 


than the long two-column ad on 
the same page, which also occu- 
pies a greater amount of space. 
It is true that the big, striking 
illustration, which is the only one 
on that particular page, lends 
something to its distinctiveness, 
and in this respect satisfactorily 
accomplishes the advertiser’s ob- 
ject. But many other examples 
would be found to show the 


or even ten inches deep, as re- 
quired. But if a greater depth 
than ten inches is needed it would 
undoubtedly be found best to in- 
crease the width to four columns, 
making the depth proportionately 
ten inches. 

This is well illustrated on this 
same newspaper page (Example 
2) by the advertisement of Saks 
& Company, made nine inches 
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deep in order to accommodate the 
text. The long two-column ad 
next to it occupies a_ greater 
amount of space, but does not 
have nearly the same prominence, 
nor nearly as good position. 

Had this long two-column ad- 
yertisement been made three col- 
umns wide, using the same total 
amount of space, there is no 


We have a double illustration, in 
fact. 

Notice the advertisement of 
Triangle Collars—the ideal posi- 
tion it has secured, and the prom- 
inence it commands with your 
first glance at the page. Another 
instance is seen at the top of the 
page—while right alongside the 
Triangle Collar ad, as if purposely 
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Examp.e 4. On this newspaper page no advertisement “sticks out ’—not, one looks 
Properly balanced and nearly all are buried— because none has right proportions to insure good 


display, good position and good effect. 


question but that it would have 
commanded far more attention, 
and also have afforded much bet- 
ter opportunities for effective dis. 
play arrangement, 

The next example illustrated, 
No. 3, is a most convincing 
demonstration of the argument 
that seven inches is the best depth 
for a two-column advertisement. 


‘ 


placed there for comparison, is an 
example of “wrong proportions.” 

This advertisement of Brill 
Bros. might have been made three 
columns wide, using -exactly the 
same amount of space, with far 
better effect and opportunity for 
far more effective display. The 
seven-inch double column ad, 
with about one-third less space, 
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attention-value 
better position—ex- 
actly what we aim for in 
ranging the proportions of 
advertisements. 

Examples of Wreng Sizes. 

The newspaper page shown as 
Example 4 adds most convinctig 


has much 
and secures 


greater 


ar- 
our 


arguments to all of our conclu- 
sions, On this page no advertise- 
ment “sticks out” from all the 


rest—because not one of them is 
the right size. . 

One of the first ads to catch 
the eye is the single column’ ad- 
vertisement next to reading mat- 
ter at the bottom of the page— 
perhaps because it is best dis- 
played and nearest the right pro- 
portions. 

Notice the row of 
ments two columns wide and 
about two inches deep each, ev- 
ery one of them simply buried— 
and unfortunately so displayed 
that it is difficult. to distinguish 
where one ends and another be- 


advertise- 


gins. 

The advertisements we first 
distinguish are those next to 
reading matter, and prominent 
chiefly on that account. It may 


be argued that almost any really 
good advertisement, properly il- 
lustrated and properly displayed, 
would “stand out” on this page. 
True enough, but an examination 
of a large number of metropoli- 
tan and other newspapers will 
show that this opportunity of be- 
ing set amongst such a_ great 
number of poorly balanced and 
wrongly proportioned advertise- 
ments seldom occurs. It is doubt- 
ful if any advertiser would care 
to have his advertisement mixed 
up with such a bunch, even if the 
opportunity offered. 

If the same amount of space 
occupied by each of these small 
two-column advertisements had 
been used in single-column width, 
neatly displayed, the whole page 
would have presented a much 
better appearance, also each in- 
dividual advertisement would 
have appeared to better advan- 
tage. 

It is easy enough to find page 
after page in newspapers show- 


ing as many ads, often in larger 
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sizes, but with no particular a 
gaining especial prominence. And 
almost invariably the reason 
seems to be that none is of cor 
rect proportions, They are eithe: 
too wide for their depth or to 
deep for their width. 
Advertisements “just right” i: 
size seldom fail to secure th 
greatest value out of the ‘page. 





——_+>>__““——- 
NEWSPAPER ADVER- 
TISING, 
The Des Moines Capital has 


been advertising itself in its own 
columns recently in a way that 
is different from ordinary self- 
promotion methods. <A few of 
these advertisements are repro- 
duced below, to show that it is 
entirely unnecessary to follow the 
beaten path at all times: 
CUT RATE NEWSPAPERS 

_ The newspaper that sells its adver- 
tising at a cut figure is always con- 
scious of its own weakness. A news- 
paper that has the circulation is 
neither willing to cut its advertising 
rate nor could it continue to remain 
in business if it did; white paper costs 





too much. The Capital treats all ad- 
vertisers alike. Exacts a fair price 
for its advertising, which commensur- 
ate with circulation and service is the 
lowest in Iowa. When you accept a 
cut rate from a weak newspaper how 
do you know you have reached tlie 


bottom figure. Better realize that the 
best is always the cheapest and _ stic! 





to the Capital. 
EVENING NEWSPAPERS. 
Evening newspapers have attained 
the. first position in the majority of 
the cities of the United States. When 
we say first position we mean in cir- 
culation, advertising patronage and in- 
fluence. The leading newspaper in 
Kansas City is.the evening Star, in 
Minneapolis, the evening Journal, in 
St. Paul the evening Dispatch, in 
Indianapolis, the evenmg News, . 
Newark, the evening News, in W 
ington, the evening Star, -in Brookly 
the Eagle, in Philadelphia the Bu!le- 
tin, in Detroit the News, in St. Louis 
the Post-Dispatch, in Chicago the 
Daily News. In many other cities the 


patronage and influence is about equal- 
ly divided. In Des Moines _ the 
Capital is first in everything, and yet 
there are some advertisers that are 
not smart enough to use it. It gives 
the biggest service at the lowest cost. 


SOMETHING ABOUT EVENING 
EWSPAPERS. 

The manager of the evening 

Paul Dispatch writes “That in August 

we led our morning competitor by 
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169,000 lines, this notwithstanding that 
yur rates are very much higher—we 
have double the circulation. The 
middle west is distinctly an evening 
field; this change of heart is growing 
daily.” 

The Evening News of Detroit 
writes: “For the nine months ending 
September 30, 1907, our daily paper 
carried 288,226 inches of advertising. 
while our only morning competitor 
carried 148,174 inches. These. figures 
speak for themselves.” 

There is only one morning paper in 
St. Paul, there is only one in Detroit. 
Morning papers have been on the de- 
cline for several years. 

The Capital is as good a newspaper 
ia Des Moines as the News in De- 
troit or the Dispatch in St. Paul. It 
regularly leads its morning competitor 
in circulation and advertising. But 
there are some advertisers yet who 
choose a morning paper as a_ fetich 
without regard to circulation or re- 
sults. 





FOLLOW THE LEADER. 

The largest single advertiser in Des 
Moines is Younker Bros.’ Department 
Store. During the past five years they 
have used two inches in the Capital 
to one inch in any other Des Moines 
newspaper. Their judgment of the 
value of the Des Moines newspapers 
ought to be almost infallible. If you 
have any advertising for Des Moines 
or Jowa, like Younker’ Bros., you 
should make the Capital first on your 
list. $y using it you can achieve 
great success, and without it eminent 
success is impossible, because thou- 
sands read only the Capital in Des 
Moines. 

+o 
THE IMPORTANCE OF A CHAM- 
BER OF COMMERCE. 

A properly organized, active and 
earnestly conducted commercial organ- 
ization has in its power the oppor- 
tunity to tremendously increase and 
expand the industrial and manu factur- 
ing features of the city. This is a 
matter of history in many cities—in 
many cities to-day the commercial or- 
ganizations are busy making industrial 
history.x—Roy S. Smith, Sec’y Elmira 


(NV. ¥.) Chamber of Commerce. 





“T Got here all right,” sighed a 
snail, ‘but some one has been here 
before me.”—Star Solicitcr. 








Wher. the newspaper that 


Tells Its Circulation 
Every Day 


makes the statement that it has the great- 
est circulation of any two-cent morning or 
evening newspaper, such a claim can more 
easily be verified than that of a paper 
whose circulation is an unknown quantity. 

During the past year no other Chicago 
newspaper has made such continuous cir- 
culation gains as has THe ReEcorp- 
HERALD, 

Tue Recorv-HERALD is now delivered 
in more homes than any other two-cent 
English newspaper in the United States. 


Circulation for November 1907 
Daily Sunday 


Exceeding Lxceeding 


154,000 223,000 
GAIN OVER 1906 


Daily Sunday 
Exceeding Lxceeding 


THE CHICAGO 
RECORD-HERALD 














Lincoln Freie Presse 


GERMAN WEEKLY, 
LINCOLN, NEB. 
Prints nothing but original matter and 
brings an abundance of articles and items 
of special interest to German-Americans, 
which accounts for the immense poptiar- 
ity of the paper in the German settlements 

everywhere. 

















The Leading Paper in the State of Iowa Is 


Che Des Moines Capital 


Why? It has the largest circulation, the largest influence, the 
largest advertising patronage, and is a high-grade newspaper ; pub- 
lished by Lafayette Young. If you are after business in the 
State of lowa you can get it by using THE Des MoINnEs.CaPIraL. 


The Advertising Rate Is 5 Cents a Line, Flat. 
0’MARA & ORMSBEE, Brunswick Bldg., New York 


Eastern Representatives { 2 MARS WILSON, 87 Washington St. Chicago. 
LAFAYETTE YOUNG, Publisher. 
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ENTHUSIASM AS A TAN- 
GIBLE ASSET. 


There are many aids to busi- 
ness that can be bought for 
money, but nearly all of them are 
inactive without the co-operation 
of the man:at the head of affairs. 

There is, however, one very 
valuable form of business aid, 
that, when it is bought, does a 
good deal by itself to push on the 
business of the man who buys it. 
1 am afraid it is not found 
many stores, and especially it is 
absent in the larger business 
houses, 

In many of these latter it is 
almost impossible for: it to be 
present under existing circum- 
stances. Many shopkeepers would 
look aghast if asked to buy it. If 
they could have it given they 
might perhaps allow it to remain, 
but it is doubtful if it would be 
more than a casual visitor. 

I would ask every master or 
manager this question “Have you 
ever spent any money on En- 
thusiasm.” You buy advertising 
both in newspapers and circulars, 
but enthusiasm will bring you 
much finer results than publicity. 

Advertising in any form—if well 
done—is good, but when backed 
up by enthusiasm the results will 
materially increase. 

I have in my mind a mill in a 
country village, where nearly all 
the inhabitants were employed. 
It was a private enterprise, not a 
company concern. The manufac- 
turer made money at his business 
and died a rich man. _ Strikes 
were unknown, trades unions had 
no standing. In place of this 
there was a real bond between 
master and employee. 

When work was 
business was pressing, 


good and 
there was 
no difficulty in getting overtime. 
If any of the workpeople were 
sick, they were well looked after 
and helped in their difficulties. 


There was the human—and 
humane—feeling existing on both 
sides. The employees were not 
afraid to do a little bit of extra 
work if it was necessary. 

Time passed on, and another 
generation took the lead of the 


in” 
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business. Trade became quiet 
and the firm got into financial 
difficulties. The workpeople met, 
and through their leader offered 
to work two or three weeks with- 
out wages in order to help the 
firm over the financial pressure. 

Many will be ready to say that 
this was simply a move on their 
part to keep the business alive so 
as to keep work for themselves 
in the future, but I am firmly of 
opinion that this was more than 
selfishness. There was real “en- 
thusiasm”’ which had been en- 
gendered by the way in which 
they had been treated in former 
years. 

The same state of affairs can 
be found in many businesses 
which are in existence to-day. 

In a recent issue of a paper | 
noticed an article on the life of 
the shop girl in the large towns, 
and if the state of affairs which 
is depicted is a real one, then | 
am not astonished at the lack of 
enthusiasm. You can never get 
slaves to be interested in their 
work, 

Treat your employees as you 
would like to be treated yourself 
and you will be agreeably sur- 
prised at the results. Bring the 
“Golden Rule” into real live ac- 
tion in all your dealings with 
employees and customers, and you 
will soon have a different kind of 
work and trade about your store. 

Take a little more interest in 
the well-being of those who help 
to keep your business on _ the 
move. Make them feel that it is 
a pleasure to meet the “boss,” 
and not a thing to be dreaded. 
Get them to feel that it is “their 
store,” and that they are working 
for their own good—not simply) 
for a living--and you will soon 
find that returns will improv: 
Be enthusiastic yourself, and this 
state of affairs will soon become 
contagious. 

The state of terror which exists 
in many retail stores, where the 
keen eye of the shop-walker 1s 
ever on the look-out for those 
who. miss the sale of goods, 3s 
very detrimental to trade. How 
many customers are forced t: 
buy things they don’t want, and 
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then vow they won't to 
“Blanks” ayain. 

Wouldn't it be better policy to 
let the customer go and feel that 
the assistant had done his or her 
best to oblige them, but had not 
forced the article on them? Don’t 
you think the customer's feeling 
towards the store would be a 
better one. 

In some of the more advanced 
stores you now see the words 
“No one pressed to buy” or 
others having a similar meaning. 
I have heard the argument used 
that “We haven’t time to bother 
with shoppers.” It is from the 
ranks of “shoppers” that the cus- 
tomers are made, It is a difficult 
thing to go into many shops and 
have a look at what is on offer 
and not to buy, without being 
made to feel as though you were 
trespassing. 

If there was a real “Enthusi- 
asm” among the staff “lookers” 
would often make a purchase of 
something that was attractively 
displayed. Just try a few months 
of “enthusiasm” along with a 
real “Golden Rule” policy, and 
the results will determine you 
not to go back to the old state of 
affairs. 

Give your employees an inter- 
est in the trade of the store, If 
the department does well, and the 
returns increase, let those whose 
work and thought have brought 
about this state of affairs have a 
share of the benefits that have 
accrued. If you do this you will 
soon find that “waiting for clos- 
ing time” will disappear, and it 
will be customers that are looked 
for instead of the clock being 
watched so keenly. : 

“Enthusiasm” will help very 
creatly in dealing with the cus- 
tomer who is a “crank.” There 
wre many of this class, and their 
rade is well worth cultivating, 
ior, as a rule, they are great talk- 
ers among their friends, and, ac- 
cording to the treatment they re- 
ceive, will either talk well or ill 
ibout your store. 

Gro, P. WaApsworTH. 
————__+)>—_—_—_—- 
Be careful lest your waistcoat is 


more insistent than your personality.— 
Star Solicitor. 
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ADVERTISING BOTH HOUSES. 


It is a peculiar belief among the 
youngsters of many families that the 
new baby sister or brother is the gra- 
cious gift of the family physician, and 
this belief is generally based upon the 
solemn assurance of papa and mamma, 
who tell some fairy story in order to 
tide over those events that occur oc- 
casionally in the best regulated fami- 
ies. _Now and then a boy takes the 
law into his own hands. The young 
son of a well-known tailor and the 
young son of a_ well-known doctor 
were very chummy, and the former 
accompanied the latter one afternoon 
on an advertising expedition. The ad- 
'vertising being done by means of 
paint-brush lettering being quickly 
traced over any smooth piece of wood 
or stone encounted on the wav. Well, 
in the evening the doctor’s hopeful re- 
turned, and he was asked what he had 
been doing during the day. 

“Advertising,” quoth the boy. 

“Advertising whom?” inquired 
father. 

“You and Mr. Brown (the tailor),.” 

“Me?” 

“Ves,” 

“How did you advertise me?” 

“Oh, we fixed up a sign that said, 
‘Buy your trousers from Brown and 
your babies from Doctor Jones,’ ” said 
the boy calmly.—Bagology. 


—_+)>—____. 


the 


Some men grow under responsibility 
—others merely swell.—Inland Printer. 
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BIBLES. 


HOW THOMAS NELSON AND SONS 
HAVE BEEN ADVERTISING THEM 
FOR THIRTY YEARS—SUCCESSFUL 
SECULAR INSERTIONS—THE VALUE 
OF PERSISTENCE—TRIAL  INSER- 
TIONS REGARDED AS MONEY 
THROWN AWAY—WHY RELIGIOUS 
PUBLICATIONS DO NOT APPEAR 
WELL AS MAIL-ORDER PRODUCERS. 


The advertising of Bibles may 
perhaps be regarded as something 
new in advertising history and 
yet there exists a publishing house 
in the United States that has ad- 
vertised Bibles for 
Tnese- people have utilized gen- 
eral, probably more than special, 
media; have been and continue to 
be regular consistent and satis- 
fied advertisers, and are credited 
with having spent within the past 
ten years approximately half a 
million dollars in exploiting the 
revised American revision of the 
Scriptures known to the trade as 
the American Standard Bible, 


of which they possess the copy- 


right. In a conversation recent- 
ly with William Thomson, of the 
firm of Thomas Nelson and Sons, 
he told the writer some interest- 
ing details as to how Bibles have 
been kept before the public view. 
“We have advertised Bibles for 
thirty years steadily,” remarked 
Mr. Thomson in opening, “the 
same as we would have advertised 
a special brand of tea. From 
the beginning of our house in the 
United States we have always 
utilized publicity, and as_ the 
company has grown our tendency 
has been to use advertising space 
in greater proportions. I do not 
believe any other religious pub- 
lications ever used the secular 
press to the extent we have. 
“We consider such publications 
as McClure’s Magazine, for in- 
stance, among our best media. It 
is a question if religious papers 
are read in families who sub- 
scribe to them regularly in the 
proportion that a good, clean, in- 
teresting secular magazine is. We 
are now running half pages in 
McClure’s in preferred position, 
advertising the American Stand- 


thirty years. . 


ard Bible only. Such advertising 
pays. I can say the same of the 
Ladies’ Home Journal, the Satur- 
day Evening Post, the Review of 
Reviews, the Literary Digest (a 
very choice medium for us), the 
Outlook and the Jndependent, all 
of which we use steadily in ad- 
dition to the distinctly religious 
press. We never let up on this 
advertising. With us, the time to 
advertise is all the time literally. 
We select our media carefully 
eand stick very closely to them. 
We consider trial insertions sim- 
ply money thrown away. Why? 
Because we have a respectable and 
highly valuable article to adver- 
tise and we know that results in 
respectable media are a_ sure 
thing. Affer all, it is a simpler 
problem to advertise a Bible and 
sell it by advertising than most 
people would imagine. The re- 
ligious people are the most de- 
pendable part of the community 
in the country as a whole. The 
only question is to find depend- 
able media. On these two forces 
we rely and through them during 
the last decade we have undoubt- 
edly exploited the greatest single 
sale in the whole publishing world 
of America: the placing of the 
American Standard Bible in the 
homes of the people. This name 
was the name agreed upon for 
the revised version of the Scrip- 
tures made by the American 
Committee of Revision, when 
they placed the final results of 
their labors in our hands in Ig00. 

“Tn offering the work to us the 
chief motive of the committee 
was to intrust the work of pub- 
lishing to one who would keep 
the text inviolate. This we have 
been careful to do, and the 
American Bible Soéiety is now 
also publishing the volume by our 
permission. In Great Britain th 
Bible is printed only by Royal 
license, and there exist but three 
houses now engaged in the work 
—this safeguard having been 
adopted on account of the abso- 
lute necessity of a pure text. In 
America no such law exists. We. 
and the American Committee wh 
gave thirty years to the wor! 
without any remuneration, mus 
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depend on the copyright. When 
ihe New English Bible came out 
in 1885 there was much disap- 
pointment in this country, and 
after the first sale the demand 
fell off rapidly. Our own trans- 
lation has won its way constantly 
until to-day its use is becoming 
universal in this country. Every 
editor of every important  reli- 
gious paper here has endorsed it. 

“In the beginning, as a result 
of our large advertising, the pub- 
lic became interested very soon, 
asking numerous questions of the 
religious press as to the merits 
of what was then a new version. 
Editors of large and influential 
religious papers observed the 
trend for information of which 
their readers were apparently in 
need, and proceeded to investi- 
gate. Thus the Sunday School 
Times devoted two pages to de- 
scribing the merits of the new 
version, .and the Independent 
three pages. Such endorsements 
were, of course, of great aid to 
us in our advertising campaign, 
since every intelligent reader 
knew that they could not be ob- 
tained for money; that they were 
editorial opinions, not purchased 
reading notices. What it was 
necessary to impress _ indelibly 
upon the American people was 
the fact that we actually had a 
revised version of the Bible—the 
product of international theologi- 
cal culture, one in every way 
worthy of the best traditions of 
the world’s greatest book, 

“The book naturally was large- 
ly sold as other books are by one 
reader recommending it to an- 
other. That-is the great depend- 
able hope of any publisher. But 
the difficulties in our field were 
not a few and we constantly de- 
pended on liberal advertising to 
smooth our path. 

“We key our ads for the pur- 
pose of tracing inquiries. We do 
not trace sales because we send 
inquiries direct to the bookseller. 
We suppose it would be possible 
to follow up sales through him 
but we have never asked him to 
do it, People who inquire about 
Bibles are serious-minded per- 
sons as a rule, and we are satis- 
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The unusually good 
is what is noticed, You 
notice it and so does 
the other fellow. That's 
advertising. We make 
your designs, drawings, 
your printing plates, so 
unusually good that 
you will be glad you 
discovered us. We are 
more than Artists and 
Ergravers. We know 
how and do make our 
work advertise your 
business. 


& @ammerspilling &». 


Artists, Engrabers and Besigners of Printed Advertising 








HEYWORTH BUILDING 
CHICAGO 








fied that an inquiry usually means 
a sale. 

“One great reason we find the 
better class of the secular press 
on a par with the very best re- 
ligious media is because the re- 
ligious papers do not train people 
to reply to ads. Their class of 
people, they tell us, do not answer 
ads, but go direct to the stores 
and buy an article they see ad- 
vertised in such columns. On the 
other hand, the secular press is 
always training its readers to an- 
swer advertisements to prove to 
the advertiser that he is getting 
his money’s worth.” 

Mr. Thomson’s views certainly 
impress the hearer as being the 
result of considerable thought and 
experience. 


a 
SECOND-CLASS privileges have been 
restored to the Woman’s Magazine, 
St. Louis. Forms for the January is- 
sue will remain open till December 31. 


Tuink of Cod Liver Oil Emulsion, 
and you simply cannot escape its ac- 
companiment, cott’s,” following as 
a sort of recommendation,—Profit- 
Maker. 


Ms 
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A Roll of Honor 





No amount of money can buy a place in this list for a paper not having the 


requisite qualification. 


from 8 who, accord- 





Advertisements under this 


ing to the 1907 issue of Rowell’s ‘American Newspaper Directors, have submitted tor 
s 


auly signed and datea, 





that edition of the Directory a detai 


also from publishers who for some roscoe failed to obtain a figure rating in the 197 
Directory, but have since supplied a detailed circulation statement as described &bove, 
covering a period of twelve months prior to the date of making the statement, such state- 
ment being available for use in the 19Cé issue of the American Newspaper Directory. Cir- 
culation figuresin the R0LL oF Honor of the last named character are marked with an (>), 


These are generally regarded the publishers who believe that an advertiser has a right 


to know what he pays his hard cash for. 


The full meaning of the Star Guarantee is set forth in Rowell’s American 
Newspaper Directory in the catalogue description of each publication possessing 
it. No publisher who has any doubt that the absolute accuracy of his circulation 

statement would stand out-bright and clear after the most searching investigation 
would ever for a moment consider the thought of securing and using the Guarantee Star. 


ALABAMA. 


Montgomery, Journal, dy. Aver. 1906, 9,844, 
The afternoon home newspaper of its city. 


ARIZONA. 


Phoenix. Republican. Daily aver. 1906,6,.478. 
Leonard & Lewis, N. Y. Reps., Tribune Bldg. 


ARKANSAS, 


Fort Smith, Times. Evening (except Sat.) and 
Sunday morning. Daily average 1906, 4,228. 


CALIFORNIA. 
Oakland, Enquirer. Average first 10 days 
December, 1907, 48,787. 


COLORADO. 


Denver Post. Circulation—Daily 59,674, 
Sunday 84,411. 

The figures Tell RESULTS. 
6 The absolute correctness of the latest 
circulation rating accoraed 
the Denver Post is guaran- 
teed by the publishers of 
Rowell’s American News- 
paper Directory, who will 
pay one hundred dollars to 
the first person who success- 
fully controverts its accuracy. 


CONNECTICUT. 


Bridgeport, seca Post. Sworn dy. Oct., 
18,012, 


semageport, Morning Telegram. mn tally. 
Average for 1907, sworn 


You can cover © irtaageport x, using 
Telegram only. Rate, ic. per line, flat. 


Meriden. Journal, evening. Actual average 
Sor 1906, 7,530. First four months 1907, 7,734. 


GVAR 
TEED 


Meriden. Morning Record and Republican. 
Daily average for 1905, 3,573; 1906, 7,672. 


New Haven, Evening Register,dy. Annual 
sworn aver. for 1906,14,6381; Sunday, 11,662. 


ev’g. Aver. 1906, 6,104; 


New London, Day. E 
aver. for Sept., 6,778. Rates obtained cirect. 


Nerwalk,Eveniny Hour. Daily average guar- 
anteed to exceed 8,800. Sworn circulation 
statement furn’ . Covers not only the Nor- 
walks but fifteen small towns — pore 
ing a territory of over 40,000 people. fas th 
largest circulation of any newspaper in Bouts. 
western Covnecticut. 





Norwich. Bulletin, morning. ed Sor 
1905, 5,920; 1906, 6,559; June, 1907, 7,259 


Waterbury. Republican, dy. Aver. for 1906, 
5.645; 1906, 5.95%. La Coste & Maxwell. 


DISTRICT OF COLUMBIA, 


Washington, Evening Star, daily and Sun- 
day. Daily average for 1906. 85.577 (@©). 


GEORGIA. 


Atlanta, Journal, dy. Av. 1906,50,857. Sun- 
day 57,988. Semi-weekly 74,916. Tke Jour- 
nal covers Dixie like the dew. 


IDAHO. 


Boise, Evening Capital News, d'y. Aver. 1906, 
4,808; average, July, 1907, 6,188. 


ILLINOIS 


Aurora. Daily Beacon. Daily average for 
1905, 4.380: 108, 6,454. 


Cairo, Citizen. Daily average ‘st. 6 months, 
1907, 1,585. 


Chicago, The American Journal of Clinical 
Medicine, mo. gt .50), the open door to the Ameri- 
can Doctor, an through him to the ee 
Public. Guar. 40,000 cir. ; investi’d by A. A. A. 


Chieago, Bakers’ Helper, monthly ($1.00). 
Bakers’ Helper Co. Average for 196,4,017 (@@). 


«3 $2. Aver 
‘or 39 weeks 


Chiengo, Breeder’s Gazette, week]: 
circulation ag year 1906, —— 
ended Sept. 25, 1907, 78,90 


Chicago, Commercial Telegraphers’ Jonrnal, 
monthly. Actual average for 1906, 10,000. 


Chienge, Dental Review, monthly. 
average for 1905, 8,708; for 196, 4,001 


Actua. 


Average 


Chicago, Examiner. 
1906 


9,846 Sunday, 
£,000 Daily. 
Guarantees larger circulation in 
city of Chicago than —, two 
i 


64 
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other morning papers combined. 
Has certificate from Association 
of American Advertisers. 
Circulation for) Sunday, 717.681. 
February. 1907:§ Daily, 192,271. 
Absolute correctness of latest circulation rat- 
ing accorded the Chicago Examiner is guaran- 
fred by the publishers of Rowell’s Newspaper 
irectory. 


Chicago, Farm Loans and City Pete. ‘waanl 
ing investment paper of the United Sta‘ 


Chiengo, Journal Amer, Med. Ass’n, weekly. 
Averaye siz mos., Jan. to July, 1907, 61.210. 
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Chie: Record-Herald. Average 1906, daily 
14, z unday 211,611. Average July, 1907, 
veding daily 152,420; Sunday 220,151. 
i2-The absolute correctness of the latest 
circulation rating accorded 
the Chicago Record-Herald 
is guaranteed by the pub- 
lishers of Rowell’s American 
Newspaper Directory, who 
will pay one hundred dollars 
to the first person who successfully con- 

troverts its accuracy. 

Chicago, The Tribune nas the largest two.cent 
circulation in the world, and the largest circula- 
tion of any morning newspaper in Chicago. The 
TRIBUNE is the only Chicago newspaper receiv- 
ing (QQ). 

Joliet, Herald, evening and Sunday morning. 
Average for year "ending April 30, 1907, 7,871. 

Peoria, Evening Star. C:rculution guaranteed 
more than 21,000. 


INDIANA. 
Brym om Up-to-Date Farming. 1906 av., 
1,584. Now 200.000 4 timesa mo..75c. a iine. 
on Dame, The Ave Maria. ( ee weekly. 
Actual net average for 1906. 24.6 
Princeton, Clarion-ews. pony and weekly. 
Daily averaye 196, 1.501; weekly, 2,548, 


Riehmond, The Evening Item. daily. Sworn 
average net paid circulation for nine montis 
ending Sept. 30, 1907, &,141. circulation of 
over 5,000 guaranteed in all 1907 contracts. The 
Item goes into 80 per cent of the RicLmond 
homes. No street sales, Uses no premiums, 

s@ The absolute correctness of thelatest 

circulation rating accorded 
the Richmond Item is guar- 
anteed by the publishers cf 
Rowell’s American News- 
paper Directory, who will 
pay one hundred dollars to 
the first person who successfully contro- 


verts its accuracy. 


UA 
Onn 
TEED 


South Bend. Tribune. Sworn daily arerage. 
Oct., 1907, 9,255. Absoiucely bestin South Bend 


INDIAN TERRITORY 


Ardmore. Ardmoreite, daily. Average for 


1906, 2, 443%, 
IOWA 
o BER ntee. Hawk-Eye. daily. 
8.764. “All paid in advance.” 


caren ort, Times. Daily aver. Nov., 18,814. 
Circulation in City or tota paniantacd greater 
than any other paper or no pay for space. 


Aver, 1906, 


bes Moines. Capital, daily. Lafayette Young, 
publisher, Sworn average circulation Jor 1906, 
41.7351. Ctrcuiation. City and State. largest 
m Towa, More advrertisiny of all kinds in 1906 
i, 342éssues than any somperter in 3665 
Rate 70 cents per inch, 

Des Moines, Register and Leader—daily and 
Sunday—carries more “Want” and local display 
suivertising than any other Des Moines or Jowa 
paper. Aver, circulation »st 6 mos. ’07, 80,198. 


Dea Moines. Iowa State Register and Farmer, 
w’y. Aver, number copies printed. 196, 32,123. 


Sioux City, Tribune. Evening. Net sworn dy. 
aver. (returns deducted) ist 6 mos. 1907, 81,122. 
For November. 1907, 88,285. Only Guarantee 

Star paper in Iowa. 


b ce-nggnsmece 
Lawrence. evenin ng and weekly. 
Copies printed, pt, 7 ly 8,778; weekly, 8,084. 
Pittebu Headlight, dy. and Average 
ist 6 mos. 1m, daily é 882; weekly 104, 
MAINE, 


Augusta. Comfort,mo. W. H. Gannett, pub. 
4ctual average Jor 1906, 1,271,952. 
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Augusta, Maine Farmer, w’kly. Guaranteed 
14,0090, i.ates low; recognized farmers’ medium. 


Bangor. Commercial. Average for s9v¢, daily 
9.695; weekly 28,878. 


Madison, Bulletin, wy. Cire., 1906,1,581. Now 
over 1,600, Only paper in Western somerset Co. 


Phillips. MaineWoods and Woodsman.weekly, 
J, W. Brackett Co. Areruge Jur 16, 8.07%. 


Portland, Evening Express. Arerage for 1906, 
daily 12 806. Sunday Seleyrum, 8,041, 


MARYLAND. 


Baltimore, American, dy. av. ist 6 mos. ’07, 
77,052; Sun., 90,827. No return privilege. 


Evening News ! 'ub- 


Baltimore, News. daily. 
For 


lishing ae" Average 1906, 4 $14. 

vember, 1907, 7, 

The absolute pi of the 
latest circulation rating accorded 
the NEws is guaranteed by the 
—_—. of Rowell’s American 

Yewspaper Directory, who will 
pay one hundred dollars to the 
Jirst person who successfully con- 

troverts its accuracy. 


MASSACHUSETTS. 


Boaton. Evening Transcript (O@). Boston’s 
tea tucle puper’. Larvest amount of week day adv, 


WW 


Boston, Globe. Average 196. daily. 182.936. 
Sunday 295.232. Largest circulation daily of 
any two cent paper in the United States. Largest 
circulation of any Sunday newspaper in New 
England, Advertisements go in morning and 
afternoon editions for one price. 


WK te & wk 


Holyoke. Transcript, dail: daily. - yo! a year 
ending May, 1906, 3,889; 3 mvs, v7, 7.8 


GUAR 


2.9.0.1 


TEED! 


Lynn, Evening Item. Daily sworn av. year 
1906, 15,068; first half, 1907, av. 16,470. ‘he 
Lynn family paper. Cireulation unapproached 
in quant.ty or quality by any Lynn paper. 


Woburn. News, evening and weekly. Daily 
ar. net puidcir. March, 1,528, Wkly, 1.431, 


Worcester. Evening Gazette. Actual sworn 
average for the first six months of 1907,15, 222 
copies daily—nearly 40% increase over 1906. Larg- 
est eve. cire’n. Worcester’s **Home”’ paper. ler- 
mission given A. A. A. to examine circulation. 


Worcester. L’Opinion Spee. daily (© ©). 
Paid average Jor 196, 4,28 


MICHIGAN. 


ay. City, Times, evening. Av. for 6 mos. 
toy July 7, 1907, 11,002 O® copies, daily, guaranteed. 
Tackaon, C Citizen-Press. Only 
evening paper. Gives yearly aver- 
ages, not weekly. It’s Jackson's 
greatest daily. It carries more 
pap ep AE has the largest 
ii circulation. No secrets. 
daily ly average, 7,988. 


UA 
Onn 
TEED 


Rept 


Jackson, ce Average Oct,,1907, 
8,498;. Sunday. 9 569. Greatest net cir- 
culation, fed by A A.A. Swornst.. - 
ments aoe g Fe welcom.... 


Saginaw, 


Courier-Herald. daily, 
Average 1906,14,897; N 1 


Snnd-y. 
November, 1907, 14, 658. 


Sagi pera Tvening News, daily. Average for 
4; 


1906, 19,9 November, 1907, 20,487... 
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MINNESOTA. 


Minneapolis. Farmers’ Tritane, twice a-week. 
W.J. Murphy, pub. aver. Sor 1906, 37,886. 


Minneapolis, Journal. Daily 
and Sunday ‘©@©). In 1906 aver- 
age daily circulation, 74,054. 
Daily average circulation for 
Nov., 1907, 78,581. - 
day circulation fo 
74,180. The absolute accuracy 
of the Journal's circulation rat- 
ings is guaranteed by the Ameri- 
can Newspaper Directory. It 
guaranteed to reach the great 
army of ‘purchasers throughout 
the Northwest and goes into more 
homes than any paper in its field. 


| 
It brings results. 


Minneapolis, Svenska Amerikanska Posteu 
Swan J. Turnblad, pub. 1906,52,010. 


Minneapolis, Farm Stock, and Home, semi- 
monthly. Actual average 1105. 87,187; aver. 
age for 1906, 100,.266;: mos., 1907 104,100. 

The absclute accuracy of Farm, 
Stocie & Home's circulation rating 
is guaranteed by the American 
News rec . Lirculation ts 
practically confined to the farmers 
of Minnesota, the Dakotas, Western 
Wisconsin and Northern jowa. Use 
it to reach section most prontadly, 
@IROULAT’N Minneapolis Tribune. W. 

J. Murphy, pub. Est. 1867. Old- 
est Minneapolis daily. The Sun- 
day Tribwne average per issue 
Sor the year ending Decembe;, 
1906, was $1,272. The daily 
iy Aus: Maes Tribune average per issue for 
paper Diree- the year ending Dece nber, 1906, 
tery. was 108,164. 

S&t. Paul. PioneerPress. Net average circula- 

yr) Sor January—Daily 85,802, Sunday 82,- 
i absolute accuracy of the 
Pioneer Press circulation state- 
ments is guarauteed by the Ameri- 
can Newspaper Directory. Ninety 
per ceut of the money due for sub- 
scriptions is collected.showiny that 
subscribers take the paper because 
they wart it, All mutters pertam 
4@ug to circuiation are upen to invest: gutiv». 

Winona, Republican-Herald. Av. June. 4,616 

Best outside Twin Cities aud Duluch. 


MISSOURI. 
St. Joseph, News and Press. Circulation 
1906,86,.079. Smith & Thompson, Eust, Reps. 
&t. Louis. National Druggist. mo. Henry R. 
Strong, Editor and Publisher. Aver. // mos. 1907, 
10,685 (© ©). Eastern office, 59 Maiden Lane. 


MONTANA. 


Missoula, Missoulian. Every morning. Av- 
erage 12 months ending Dec. 8/, 1906, 5,107. 


NEBRASKA. 
Lincoln. Deutsch-Amerikan Farmer, weekly 
Average 1906, 141,83¥%. 
Lineoln. Freie Presse, weekly. Actuul average 
Sor 1906, 142.989. 


NEW HAMPSHIRE. 


Manchester, Union. Av. 1906, 16,758, daily. 
NN. H. Farmer and Weekly Union, 5,550. 


Nashua. Telegraph. The only daily in city 
werage 8 mos. ending Aug. 3/, 1907, 4,422, 


NEW JERSEY 


Asbury Park. Press. 1906, 4.812. Gained 
average of one subscriber a day for ten years. 

€amden, Daily Courier. Actual averaye for 
year ending December 31, 1906, 9,020. 

Clizabeth, Journal. Av. 1904, 5,522; 1906, 
G,.015; 1906, 7,847; first 6 mos. 1907, 8,221. 


Jersey Olty. Kvening Journal. Average for 
4906, 28.005. First six months 1.7, 24,089. 


PRINTERS’ INK. 


Newark. Eve. News. Net dy. av. for 1906, 
68,022 copies; net dy. av. for Nov., 1907, 69,485. 


Trenton, Evening Times. At. 1906, 18.287; 5 
mos, dy. av. Apr. 50, 07, 20.621; Apr., 20,632, 


NEW YORK, 
Albany. Evening Journal. Daily 
1906, 16.251. It's the leadiny pauper. 


Batavia, Daily News. Average first 6 mos. 


4907, 7,494, F.K. Northrup, Special Rep., N. Y. 


average for 


Brooklyn, N. VY. Printers’ Ink says 
THE STANDARD UNION now has the 
largest circulation in Brooklyn. Daily 
average 6 mos. 1907, 58,449, 


Kuffalo. Courier, morn, Av.1906, Sunday .91- 
168; daily, 58.681; Enquirer, even.. 32.683. 


Uuffaio, Evening News. Daily averaye 1905, 
94.690; for 1906, 94,743, 


Corning, Leader, evening. 


Average 1904, 


“fF 6.288: 1905, 6 395; 1906, 6,585; Feb, av., 6,820. 


Mount Vernon, Argus. evening. Actual daily 
average for year ending Oct. 31, 1907, 4,408. 

Newburgh. News. aaily. Ar. '06,5.477; 4,000 
more than all other Newburgh papers combined, 


New York City. 

Army & Navy Journal, Est,1363. Actual weekly 
av. for '06.9.706 (OO). 4 mos. to Apr. 07, 9,949, 
Automobile, weekly. Average for year endin, 
Dec. 28, 1906, 15,212. } oe for ¥ “ 


Baker’s Review, monthly. W. kK. Gregory Co, 
publishers. Actual average for i9v6, 6.488. 
Benziger’s Magazine, the only popular Catholic 
Family Magazine published in the United states, 
Guaranteed circ’n, 75,000; 50c. per agate line. 
Clipper, weekly (Theatrival), Fran« Queen 
Pub. Co,, Ltd. aver. ror 196, 26.611(00). 


El Comercio, mo. Spanish export. J. Shepherd 
Ciark Co. Average for 1906, 8,542—sworn. 

Music Trae Keview, music trave and art week- 
‘¥. Average Jor 1906, 4.109. 


Printers’ Ink, a journal for 
advertisers, published every 
Wednesday. Established 1888, 
Actual weekly average for 
496, 11.708, 


The People’s Home Journal. 564,416 mo, 
Good Literature. 458,666 monthly, average cir- 
culations for 1907—all to paid-in-advance sub- 
scribers. £. M. Lupton, publisher, Inc. 


The Tea and Coffee Trade Journal. Average 
circulation for year ending Dec. 1907, 8,801; 
Dec. 1907, issue, 10,500. 


The World. Actuai arer. for 1906, Morn.. 818,- 
664. Evening. $59.057. Sunday, 442.228. 

Schenectady. Gazette, daily. A. N. Liecty. 
Actual average for 1905, 18.058; 1906, 15.809. 


Syrucune. Evening Iteraic. daily. Herald ('o 
pub. Aver, 196, duily i>.206. Sunday 40,064. 


Troy, Record. Average circulation 
1906, 18,801. Average November, 1907, 
20,865. = nly paper in city which bas 
permitted A. A. A. examinatiou. 


Utien. National Electrical Contractor, mo. 
Average for 1906, 2.625. 


Utien. Press. daily. Otto A. Meyer, publisher. 
Average for year ending March 31, 1907, 14,927. 


NORTH CAROLINA. 
Raleigh, Times. Sworn statement can be 
furnished showing circulation of the Raleigh 
Evening Times, Raleigh, N. C., has not n less 
than 5,000 since November, 1905. The Times 1s 
North Carolina’s foremost afternoon paper. 


NORTH DAKOTA. 
Grand Forks, Normanden, Av. yr. 05, 7,201. 
Aver. Jor year 1906, 3,180. 


OHIO. 
Akron, Times. daily. Actual average for 





year 1906, 8,977 September, 1907, 9,778. 








r 1906, 
485. 
eS: 5 
6382, 








Aehtabuln, Amerikan Sanomat. Finnish. 
Actual averaye for 1906, 10.690, 


Cleveland, Piain Dealer. Est. 1841. Actual 
daily average 1906,%2,216; Sunday, 88,869; 
Nov., 1907, 4,002 daily Sun., 85,848, 





Coshocton, Age, daily. Net average 1906, 
2.757. Verified by Asso. Amer. Advertisers 


Coshocton, Times. dy. Net '06, 2.128; 6 mc. 
107, 2,416. No cash books fixed to fit padded cir. 


Dayton, The I. L. U. Home Journal, mo 
(Formerly Laborer’ Journal). National cir, Av. 
for year ending April sv, ’07, 14.811 co; pepies. 
Critically read by 36, 500 members of THEI. 

GRAND LODGE, the fraternal. beneficiary order 
ot wage-workers. 5c. agate line, flat rate. 


Dayton, Journal. First six months 1907, act- 
ual average. 24,196. 
field. Farm and Fireside, over 4 cen- 
ontia ading Nat. agricult’| paper. Cir.445,000. 
Warren. Daily Chronicie. Actunl tied 
for year ending December 31, 1906, 2,684 


Youngatown. Vindicator. D'y. av.'06, 18. 740; 
Sy. 10,001; LaCoste & Muxwell, N.Y. & Chicago. 


OKLAHOMA. 

Oklahoma City, Tne Oklahoman. 1906 aver., 
48,918; Nov. 1907, 21,881. EZ. Katz, Agent N.Y. 
OREGON. 

Mt. Angel. St. Joseph’s-Blatt. Weekly. Aver- 
age for September, 1907, 20,880, 

eaten. Journal, daily Average 1906, 

25,578; for Nov., 1907, 29,462. The 

absulute correctness of the latest ci circula- 


tion statement guaranteed by Rowell's 
American Newspap-r Directory. 


Portland, Pacific Northwest, mo.; av. /st 6 mo. 
4907,16,000, Leading farm paper in State. 


PENNSYLVANIA. 


Cc heater, Times, ev’g ay, Average 1996. 7.688, 
N. Y. office, 220 B’way. ht. Northrup, Mgr. 


Erie, Times, daily. Aver. for a, Th tad 
Nov., 1907, 18,520. E. Katz, Sp. Ag., N 


Harrisburg, Telegraph. Sworn av. ens 14,- 
294, Largest paid circulat’nin H’b’g or no pay. 


“in 
Philadelphia 
nearly 
everybody: 
reads 

The Bulletin.” 


NET AVERAGE. CIRCULATION FOR NOV.: 


234,02 { copies a day 


Tux BULLKTIN’s circulation figures are net; all 
damaged, unsold, free and returned copies have 
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Philadelphia, Confectioners’ Journal, m0, 
AV, 1905,3,47 0; 196, BTA ( os 



















FARM JOURNAL is t 
the United States : wae ee 
awarded all four of se oS ingeihin 


pe 
antee tar and a has the Gua: 
e ir, an — 
yolk. included in the Roll 













Philadelphia. The Press is 
Philadelphia’s Great Home News- 
aper. esides the Guarantee 

tar, it has the Gold Marks and is 
onthe Roll of Honor—the three 
most desirable distinctions for 
any newspaper. Sworn average 
circulation vf the daily Press for 
1906, 100,548; the Sunday !'ress, 137,863. 


Pittsburg, Pa., The Team Owners’ Review. 
Higin-ygr..de monthiy trade paper; first-class ad- 
vertising medium. Circulates among Team 
Owners, Hauling Contractors, Transfer, Express, 
Ca1ting and Draying ( ompanies. the largest 
consumers _ of Horse Goods. Saddlery, stable 
pp Wagons, irucks, ete. 


Seranton, Truth. Sworn circulation for 1906, 
14,126 copies daily, with a steudy increase. 


Weat Cheater. Local News, 
daily. W.H. Hodgson, sverayefor 
1905, 15.29%. In its 35th year. 
Independent. Has Chester Count 
and vicinity for tts field. Devote 
to home ews. hense 18 a2 home A 
paper. Chester County is second 
in the State in agricultural wealth. 
























Ww on iy Grit. “gente 's Greatest 
Family Newspaper.” Aver. 10 mos.,’07, 284,111, 
Circulated in over 13,000 small cities, towns an 
villages. Home circulation. Guaranteed. 


hf oy Dispatch and Daily, Average for 1906, 


17.7 
RHODE ISLAND. 
Pawtucket. Evening Times, Aver. ctrculation 
for 196, 17.118 (sworn). 


Providence. Daily Journal. 18.051 (@O), 
sunday, 21,840. :\@@). Hreniny Bulletin &t,« 
620 average 46. Providence .iournai Co.. pubs. 
Providence. Tribune, Morning 10.341. 
Evening 81.118: Sunday. 16,320. Most 
progressive paper in the field. Evens 

edition guaranteed by ltowell’s Am. 


wat terly,Sun. Geo. H. Jeo. H. Utter, pub. Aver. 
4.627. Largest circulation tu Southern R. 1. 


SOUTH CAROLINA. 
Charleston, Evening Post. Actual dy. avers 
age for 1906,4,474. Decemoer, 1906, 4,75 


ag 9 shat. Actual ave ome 
age for aily ( 
copies; gemt-sosels PRT 

day (©). 1858 288. ictual 
average for ‘aru months, 1907 
oan (OO) 12,940, : ‘Sunday (@@) 













Spartanburg, Herald Actual average cire 
culation Sor jirst nine months 1907, 2,621. 


TENNESSEE. 
Chattanooga, News. Aver. 3 
mos. ending Dec. 31, 1906, 14,70. 

Only Chattanooga paper 
ting examination a 
Assoc. Am, Advertisers. 
more advg. in 6 days than monde 


ing ee days. 
Ad Guarantees largest 












een omitte |. 
— WituiaM L. McLxax, Publisber, 





circulation or no Bn 
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Knoxv ile, Journal and Tribune. 
ope year ending December 
2, Week-day average now 
in excess of 15,000. The leader. 
Memphis, Commerc ial Appeal. daily. Sunda 's 
weekly. First six months (907 av.: Dy., 41,7823 
Sunday, 61,485; weekly, ot, 212. ‘Smith & 
Thcmpson, Kepresentatives, N.Y. and Chicago. 


Nashville, Banner. daily. Aver. for vear 1906, 
81,455; Jan. 197, 88.8338; Feb. 1907, 87,27 1. 


TEXAS. 


EI Paso, Herald. Oct.. ar., 8,155. Move than 
both other El Paso dailies. Verified by A. A. A 


VERMONT. 


Barre. Times. daily. F.E. Langley. Aver, 1905, 
B.527; 1906,4,115, 
Bennington. Banner. daiiy, T. E. Howe. 
0. 


Actual average for 19, 1.93 


Pas) oy Free Press. Daily average for 
‘ rgest city and State circula- 
Sion. ‘feed by Asso. vf Amer. Advertisers. 


Meoteaiie. Argus, daily. Actual average 
for 1906. 8,280 copies per issue. 

Rutland. Herald. Average 1904, 2,527. Av. 
erage 1905, 4,286. Average 1906, 4,677 


St. Albans, Messenger. daily. Actual average 
Sor 1905,8,051; Jor 1206, 3.353 copies per issue. 


WASHINGTON. 


Seattle, Poxt Intelligencer (OO). 
Av., for Nov.. 1907, net -Sunday 
48, 689; Daily, 84,864; week day 
$8,506. Oniv. sworn circulation 
in Seattie. Largest genuine and 
cash paid circulation in Washing 

n; highest quality, best service 
greatest results ulways. 


Seattle. The Daily and Sunday 

Times lead all newspapers on the 

Pacific Coast nortn of Los Augetes 

im amount of advertising printed 

during first 6 mos. 1967. Nearest 

rival was beaten by over 134.401 

inckes display and 180.000 lines of 

classified. That teils the story of 

results, Average al = was 42, daily, 
56,794 Sunday es for Nov., 1907, were 
—Evening 49,1 ibe, Se Bun ay 69, 888, You get 
the best quality and largest quantity of proven 
circulation perfectly blended when you buy 
space in tne ‘Times. the biggest newspaper 
success of the last decade on the Pacific Coust 


Tacoma, Ledger. Average /906, daily, 16,059; 
Sunday, 21,798. 


Tacoma. News. Areruye 1906,16,109; Sat- 


urday, 17,610, 


WEST VIRGINIA. 


Parkersburg. Sentinel. pare. R. E. 
pub. Averaye for sé. 2,640 


Hornor, 


Wm. B. Blake 


Ronceverte. W.Va. News. wy. 


& Son, pubs. Aver. 1906, 2,220. 





WISCONSIN. 


An Agricultural Field 
Presents strong inducement to the general ad- 
vertisers at any time, but more especially at 
present. The money stringency does not affect 
this Southern Wisconsin district covered by the 
Janesville Gazette. Tovacco and guger beets 
to the extent of $1.500,000 for the growers aside 
from the various other products for which this 
field is noted. Circulation guaranteed over 6,000, 

M. C. WATSON, 1509 Home Life Bldg., N. Y. 
A. W. ALLEN, 15v2 Tribune Bldg., Chicago. 


Madison. State Journal. dy. Average 1906, 
%,602;Jan., Feb., Mar.,/907, 4,884; Apr., 9.106. 


_ Milwaukee. The Journal. eve., 

Average circulation for 

, 52,678 daily; gain over 

1906, 3.210 daily. 1 aid city 

circulation ALONE greater than 

TOTAL paid of any other Mil- 

“waukee daily or Sunday ; also 
more advertising carried. 


Milwaukee, Evening Wisconsin, d’y. Av. 1906 
2.450 \@@). Carries largest amount of ad- 
vertisiug of any paper in Milwaukee. 


Oshkosh, Northwestern. vaily. Average for 
r 


5 T" WISCONSIN 
GRICOLTORIST 


Racine. Wis... Estab. IST. 
Actual weekly averave for year 
ended Sept. 30. 107, 66.086, 
Larger circulation im Wiscon- 
sin than any ‘x wiper, <Adr. 
#5.40 an mech. N "YP Ooice. Tem- 
ple Ct 7.c Richarason, Mor. 


WYOMING. 


Cc hevenne. Tribune = Actual daiin avernae net 
for 1906, 5,126; semi-weekly, 9 mos., 07, 4,294 


BRITISH COLUMBIA. 

Vancouver, Prevince. daily, Average for 
1906, 10,161; Nov. 1907, 15,677. H. UeClerque, 
U.S. RKepr., Chicago and New York. 


MANITOBA, CAN. 
Winnipeg, Free Press, daily and weekly. Av- 
erage for 1906, daily, 84,559; daily Nov. 1907, 
86,480, wy. av. for mo. of Nov., 22,525. 


Winnipeg, Der Nordwesten. Canada’s Ger- 
man newsp’r, Av. 1906.16.177. Rates 66c. inch, 
Win Average 6 mos, 1907, 


nipeg, Telegram. 
22,961. Weekly av. 19,586. Flat rate, 3c. 


QUESRO, CAN. 
Montreal, I.a Presse. Actual average, 1906, 
daily ioe ubt. weekly 49,992. 


Momireal, the Daily Star and 
The Family *Heraid and Weekly 
Star have nearly 200.000 subscrib- 
ers, representing 1.000,000 readers 
—one-fiftn Canada’s pulation. 
Ar. cir, of the Daily Star for 1906, 
60,954 copies daiiy; the Weekly 
Stur, 123,452 copies each issue 
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THE WANT-AD MEDIUMS 


A Large Volume of Want Business is a Popuiar Vote for the 
Newspaper in Which It Appears. 





Advertisements under this 


heading are only desired from 


papers of the requisite grade and class. 





COLORADO. 


W ANT advertisers get best results in Colorado 
Springs Evening Telegraph. 1c. a word. 


CONNECTICUT. 
ERIDEN, Conn.. MORNING KSCORD; old es- 
p\ tablished tumily newspaper; covers field 
60,000 Ingh class pop.; leading Want Ad paper. 
Classitien rate. cent a word: 7 times.5 centsa 
word. Agents Wanted, halt a cent a word. 


DISTRICT OF COLUMBIA. 


bas oe E — and SUNDAY STAR. Noting, 
. carries DOUBLE the number of 
Want ADS of any other paper. Rate lc. a word. 


ILLINOIS. 
HE Champaign NEws is the leading Want ad 
medium of Central Kastern lilinois. 


,HE TRIBUNE publisnes more classified ad- 
vertising than any other Chicago newspaper. 


667 KARLY everybouy who reads the Eng- 

£ lish language in. around or about Chi- 
cago, reads the DAILY NEWS,” says the Post-office 
Reriew. and that’s why the DAILY News is Chi- 
cago s “wunt ad®’ directory. 


INDIANA. 

fMMHE INDIANAPOLIS NEWS prints every day 

every week. every month and every year. 
more ; aid clas=ified (want) aavertisements than 
all the oth: r Indianapolis papers combined. The 
total number it printed in 1906 was 315,300. an 
average of over 1,000 every day, which is 126,924 
more than ailthe Other Indianapolix papers had. 





The Lake County Times 


Hammond, Ind. 

An Up-to-Date Evening Paper. Four Edi- 
tions Daily. 

The advertising medium par excellence of 
the Calumet Region. lead by all the pros- 
perous vusiness men and well-paid mechan- 
Its in what has been accepted as the 

“Logical Industrial Center of America.” 

Guaranteed circulation over 10,000 daily. 


STAR LEADS IN INDIANA. 


During the last eleven months the-lNDIANAPOLIS 
firar carried 544.40 were columns of paid classi- 
fied advertising than carried by its nearest com- 
petitor vuring the same period. The STAR gained 
pg te columns over the corresponding months 

f last year. During the past two years the 
Sram’ 8 cirenlation has exceee ed that of any other 
Indiana newspaper. lave, six cents per line. 

IOWA. 
‘JHE Des Moines REGISTER AND 1LEADER:; onl 
morning paper; carries more “want” ad- 
vertising tban any other iowa newspaper. One 
cent a word, m’thly rate $1.25 nonp. line, dy.& Sy, 


ul AINE. 


HK KventnG Express carries more Want ads 
than all other Portiond dailies combined, 











MARYLAND. 
7s Baltimore News carries more Want Ads 
than anv other Baltimore caily. It ix the 
fecognized Want Ad medium of Laltimore 





MASSACHUSETTS, 
Vk Boston KVENING TRANSCRIPT is the great 
resort guide for New Englanders. ‘they 
expect to find all goou places listed in its adver- 
Using columns, 


Ke te tk te ke 


Li r= BOSTON GLOBE, daily and eet for 
he year 1906, printed a total of 444. 7 aid 
Dthe bes There was a gain of 17,530 over the 
ear 1905, and was 201.569 more than Wiad other 
oston paper carried for the year 1 


Sette ete 


WORD AD, 10 cents a “cents a day. Daity ENTRR- 
PRISE, Brockton, Mass. Circulation, 10,000, 


MINNESOTA, 


ane MINNEAPOLIS TRIBUN« is the recognized 
Want ad medium of Minneapolis, 


a PRU! DISPATCH, St. Paul, Minn., covers 
its field. Nine months’ average, 68, 8,833. 


The Minneapolis JOURNAL, Daily 
and Sunda *, cerries more clas oo 
sifted advertising than any other 
Minneapolis newspaper. No free 
Wants and no Clairvoyant nor 
objectionable medical advertise- 
ments printed. Clsssified Wants 
printed in Nov.. 142,142 lines. In- 
dividual advertiremenis, 20,491. 

Fight cez.ts per agate line per in- 
sertion. if charged. ,No ad taken 
for less than 24 cents. If cash ac- 
© ©] companies order the rate is le. a 

a 


word. No ad taken sess than 20¢. 


CIRO’ LAT’N ((VHE MINNVAPOLIS TRIBUSE {8 
the oldest Minneapolis daily 
and has over 100.000 sub-cribers, 
It publishes over 80 columns of 

Want advertisements every wee 
at fuli price (‘average of two 
pages a day); no. free ads; price 
e ibid both ™ srhing and even- 
. ng issues. ate. 10 vents per 

pic Panes" sea Hine. Daily or Sunvay. 


MISSOURT. 
HE Joplin GLoBs cxrries more Want ads 
than all other papers in Southwest Missourt 
combined, because it gives results. One centa 
word. Minimum, lic. 


MONTANA, 
gf hae Anaconda STANDARD Is Montana’s great 
Want-Aa” mednim; le a word. Average 
circulat’n (first 6 mos, 1907), 11,187; Sunday, 15,068. 


NEBRASKA, 


Ts AMERICAN FARM LIBRARY, Edgar, Nebr, 
Monthly. Circul » 25,000, Rate, 2c. per words 


NEW JERSEY. 
EWARK, N. J. FREI ZEITUNG (Daily and 
a Sunday) reaches bulk of city’s 100,000 Gere 
mans One cent per word ; 8 cents per month, 


ERSRY CITY EVENING JOURNAL leads all other 

Hudson County newspapers in the number 

of cla-=ited adx carried. It exceeds because ade 
vertisers get prompt results. 





22 
NEW YORK. 


LBANY EVENING JOURNAL. Fastern N. Y.’s 
A vest paper for Wants and classified ads. 


Greatest 
County. 





RGUS, Mount Vernon’s only daily. 
Want Ad medi in Westch 


Was RECORD. Brooklyn, 2¢c.—5,000 sould 
every Friday. Want Ad medium. lc. a word. 


Og my NEWS with over 95,000 circulation, 
isthe only Want Medium in Buffalo and the 
eg ad Want Medium in the State, outside of 
New York City. 
RINTERS' INK, publishea weekly. The rec- 
ognized and leaaing \\antao medium for 
@ant ad mediums. mail order articles, advertis 
ing novelties, printing. typewritten cilculars, 
rubber stamps, office devices. adwriting, bulf 
tone making, and practivaliy anything which 
interests and appeais to advertisers anu ousi- 
gess men. Classified aavertisements. 20 cents 
a line per issue flat, six worus Co a line,’ - 


Olle. 


OUNGSTOWN VinpicaTor—Leading “Want” 
medium, lc. per wora. Largest circulation. 


OKLAHOMA. rm 
fP.HE OKLAHOMAN Ot:la. City, 21,381. Publishes 
more Wants than any 7 vkila. competitors, 


PENNSYLVANIA. 
*(°HE Chester, Pa., 1IMES carries from two to 
five times more ciassifiea ads than any 
otherpaper. Greatest circulation. 


RHODE ISLAND 
fy Ht EvENING KULLETIN—By far the largest cir- 
culation and the be-t Want medium in &. 1. 


ROVIDENCE TRIBUNE, morning and even- 
ing, 43,900, brings results, cost tue lowest. 


SOUTH CAROLINA. 
ce Columbia STaTE (Q©) carries 
more Want ads than any other 
South Carolina newspsper. 


CANADA. 
A PRESSE. Montreal. Largest daily circula- 
tion in Canada witnout exception. (Daily 
100.087. Saturdays 117,000—sworn to.) Carries more 
want ads than any newspaper in Montreal. 


fP\HE Datty TELrGRaAPH, St. Jobn. N. B., is the 
want ad medium ot the maritime provinces 
Largest circulation and most up tuo date paper of 
Eastein Canada. Want ads one cent a word. 
Mivinum charge 2 «nts. 
= Monrrsel DAILY STAR ca@Pries More Want 
advertisements than aJi other Montreal) 
dailies combined The FamiLy H&RaLD ANL 
WEEKLY STAR carries more Want advertisements 
than any other weekly paper in Canada. 


AN INDUSTRIAL INCUBATOR. 

A proposition that we are endeavor- 
ing to carry out in Elmira has, I be- 
lieve, great possibilities in bearing on 
the future industrial development of 
cities. I refer to what we know as an 
“Industrial Incubator.’”’ This plan con. 
sists of the erection by a stock com- 
pany of a building equipped for manu- 
facturing purposes, power, light and 
heat furnished from one _ station for 
the entire building. In this incubator, 
infantile industries, patents and_ the 
like can be tried out and smail enter- 
prises given a chance to prove their 
possible earning capacity. I_ believe 
that such a plant would in addition to 
being a tremendous advantage to the 
city, make a profitable investment for 
the stockholders. Manufacturing space 
for small projects could be rented at 


‘cial panic many years. ago. 
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a reasonable figure and if they thrive 
local investors could watch the de- 
velopment. As the infantile industries 
show themselves possessed of the 
stability for mature development, capi- 
tal could be readily secured for the 
removal of the husky infant from the 
incubator to a substantial home of its 
own, and in this way many a good 
industry would be secured for the city. 

An illustration of the manner in 
which this incubator would work is 
shown by an instance that occurred in 
the city of Rochester during @ finan- 
At that 
time prison labor was being employed 
by contractors. When the country was 
wrought with financial trouble, con- 
tractors who were working the em- 
ployees cf the penitentiary in that city 
went to ‘the superintendent and _ said 
that they would be obliged to give up 
their contracts owing to- the conditions. 

Not wanting the men to remain idle, 
the superintendent of the prison sent 
for a small shoe manufacturer in. the 
city and asked him to come to the 
prison, install therein a shoe manufac- 
turing plant and make shoes, with the 
inmates as his workmen. “You will 
have to pay me nothing until it has 
been demonstrated that you can make 
shoes under this process as a profit,” 
said the superintendent. At first the 
shoemaker was loth to accept the pro- 
ject, but at the earnest solicitation of 
the prison superintendent he finally 
accepted. The industry was started on 
a small scale, thrived, and it was not 
many years thereafter until these man- 
ufacturers had an immense plant of 
their own in this same city outside the 
prison wall and were rated as million- 
aires.—Roy S. Smith, Sec’y Elmira, 
N. Y., Chamber of Commerce. 


—_ 
REASONABLE. 


Mr. Ben B. Hampton told the peri- 
odical publishers at their November 
meeting that in his judgment the 
shrinkage in advertising would be of 
short duration. He referred to the 
fact that manufacturers, as a rule, had 
been oversold and that very many of 
them had increased their facilities to 
meet the increased demand; and he 
very clearly pointed out that manu- 
facturers would be under the necessity 
of advertising to find a market for this 
increased output.—<4dvertisers’ Alma- 
nack, 


“CALOX”? ADVERTISEMENT THAT 
BF LABELED “TOO MUCH OF 4 
THING.” 


FROM A 
MIGHT 
GOOD 
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(@o) GOLD MARK PAPERS@O) 





Out of a grand total of 22,898 ouvlications listed in the 1907 issue of Rowell’s American Newspae 
per Lp y one hundred and twenty are distinguished from all the others by the so-called gola@ 
marks ( ). 





ALABAMA, 


THE MOBILE REGISTER (@©). Established 
1821. Richest section in the prosperous South. 


WASHINGTON, Db. c. 

Nearly oz? in Washington subscribes to 
THE KV «NING AND SUNDAY STAK. Average, 
1906, 35,577 «@@). 

FLORIDA. 

JACKSONVILLE TIMES-UNION (© ©). 
eminently the quality medium of the State. 


ILLINOIS, 
THE INLAND PRINTER, Chicege. oe ©). Act- 
ual average circulation for 1905, | 


BAKERS’ HELPER (© ©). ois a “Gold 
Mark” journal for baxers. Oldest, best known. 


TRIBUNE (© ©). Only paper in Chicago re- 
ceiving this mark. because TRIBUNE ads bring 
satisfactory results. 

KENTUCKY. 

LOUISVILLE COURIER-JOURNAL 
Best paper in city; read by best people. 

MAINE. 

LEWISTON ik: VENING JOURNAL. daily, aver- 
age August, 1907, 8,06 os oe. 17,705 (© ©); 7.44% 
increase daily over last year. 

MASSAOHUSETTS, 

Beaton, Am. Wool and Cotton Reporter. lKec- 
ognized organ of the cotton and woolen indus- 

ies of America (QO). 

BOSTON EVENING TRANSCRIPT (@©). estab- 
lished 1830. The only gold mark daiiv in Boston. 

TEXTILE WORLD RECORD (©6©), Boston, is 

juoted at home and abroad as the standard 
Tinerican textile journal. 

WORCESTER L'OPINION PUBLIQUE (© ©) is 
the leading French daily of New England. 

MINNESOTA. 

PIONEER PRESS (©O), St. Paul, Minn. 
reliable paper in the Northwest, 

THE WINNEAPOLIS JOURNAL(O ©). Largest 
home circulation and most productive circula- 
tion in Minneapolis. Carries more local advertis- 
ing, more classified oath and more total 

advertising than avy y paper 11 in the Northwest. 


Pre- 


©). 


Most 


N EW yo Yor, 

NEW YORK TIMKS (OO). Largest gold-mark 
sales in New York. 

BUFFALO COMMERCIAL (©®©).  Desirabls 
because it always produces satisfactory resuits, 

BROOKLYN EAG an kO®) is THI. advertising 
medium of Brookly 

NEW YORK DRAMATIC MIRROR (@©). The 
leading theatrical paper of the world, 

THE POST EXPRESS (©@©). Rochester, N.Y. 
Best advertising medium in this section, 

ENGINEERING NEWS ( (@0).- — A technical jour- 
nal of character and stan¢ d standing. —Times, N. Y. 

ARMY AND NAVY JOURNAL, (© ©). First in 
its class in circulation, influence and prestige. 

SCIENTIFIC AMERICAN (© ©) has the largest 
circulation of any technical paper in the world. 

VOGUE (©) carried more advertising in 1906 
than any other magazine, weekly or monthly. 

DRY GOODS ECONOMIST (@©), the _recog- 
nized authority of the Dry Goods and Depart 
ment Store trade. 

ELECTRICAI, REVIEW (© ©) covers the field. 
Read and studied by thousands. Oldest, ablest 

i weekly. Reaches the buyers, 





NEW YORK HERALD (©©). Whoever mene 
tions America’s leading newspapers mentiong 
the New York HERALD first. 


CENTURY MAGAZINE (@ ©). There area few 
people in every community who know more 
than all the others. ‘hese people read the 
CRNTURY MAGAZINE. 


STREKT RAILWAY JOURNAL (©©). The 
pe perio! on city and interurban rail- 
rage circulation 8,200 weekly. 

Me ltaw PUBLISHING COMPANY, 


HARDWARK DEALERS’ MAGAZINE, 
In 1906, pee issue, 20,791 00.) 
mailed w juest, 
D.T. MAL LE » Pub., 253 K 253 Kroadway, N. Y. 


THE ENGINEERING REC RECORD (© ©). e 
most progressive civil engineering journal in 
the world. Circulation averages over 14,000 per 
week. MoURAW PUBLISH] @ COMPANY, 


FOREST AND. ST STREAM, (00) 


circulation of an, 
ont he wed Ithy rocreaiionieta, Wii 


NEW YORK TRIBUNE (© ag and Sun- 

day. Established 1841. A conservative, clean 

and up-to date newspaper, wnose readers repres 

sent inteilecr and purchasing powertoa highe 
grade advertiser. 


ELECTRICAL WORLD (©©)._ Established 1874, 
The great international weekly. Cir. audited, 
verified and certified hed i oe ae of Amere 
ican Advertisers, cir, during 
was 18,827. Mc: Saw P ve. ISHING COMPANY. 


PENNSYLVANIA, 

THE PRESS (© ©) is Philadelphia’s Great 
Home Newspaper. It is on t.1e Roll of Honor and 
has the Guarantee Star and the Gold Marks—the 
three most desirable distinctions for any news- 
paver Sworn circulation of The iaily Press, 
for 1906, 100,548; The Sunday Press, 137,863, 


THE PITTSBURG 
©® DISPATCH oe 


The newspaper that judicious advertisers 
always select first to cover the rich. pro- 
cuctive. Pittsburg fied. only twocent 
morning paper assuring @ prestige most 
protitable to advertisers. Largest home 
delivered circwation in Greater Pitts? urg. 














RHODE ISLAND. 
PROVIDENCE JOURNAL (© ©). aconservative 
enterprising newspaper without a single rival, 
SOUTH CAROLINA, 
THE STATE (©©), Columpia, 8. ©. Highest 
quality, large-t circulation in south Carolina, 
VIRGINIA, 


THE NORFOLK LANDMARK (@©) is the 
home paper of Norfolk. Va. That speaks volumes, 


Ww. ASHIN GTON. 

THE POST INTELLIGENCER (© ©). Seattle’s 
most progressive paper. Oldest in State; clean, 
reliable, influential. Ali home circulation. 

WISCONSIN, 
THE MILWAUKEE EVENING WISCONSIN 


-+| (OO), the only “ mark daily in Wisconsin 


ANADA. 
Kk HALIFAX on RALD (© ©) and the EVEN- 


IN}, MAIL. Circulation 15. 558, flat rate. 
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Printers’ Ink 


A JOURNAL FOR ADVERTISERS, 


{THE PRINTERS’ INK PUBLISHING 
COMPANY, Publishers. 


OrrFicE: NO. 10 SPRUCE ST., 
New York City. 
Telephone 4779 Ceekman. 


President, ROBERT W. PALMER. 
Secretary, DAVID MARCUS. 
Treasurer, GEORGE P. KOWELL. 


‘rhe address of the company is the adcress of 
the officers. 


' London Agent. F,W. Sears, 50-52 Ludgate Hill, E.C, 


tm Issued every Wednesday. Subscription 
price, two dollars a year, one dollar for six 
months. On receipt of five dollars four paid 
subscriptions, sent in at ove time, will be put 
down for one year each and a larger number 
at the same rate. Five cents a copy. Three 
dollars a hundred. Being printed from electro- 
type plates, itis always possible to supply back 
numbers if wanted in lots of 500 or more, but in 
ali such cases the charge will be five doliars a 
bund 


ADVERTISING RATES 


Advertisements 20 cents a line, pearl measure 
15 lines to the inch ($3); 200 lines to the page ($40) 

For specified position selected by the adver- 
tisers, if granted, double price is demanded. 

On time contrac ts the last copy is repeate.i 
when new coy fails to come to hand ove week 
in advance o! ~'d of publication. 

Contracts by the month, quarter or year, may 
be discontinued at the pleasure of the advertiser, 
and space used paid for pro rata 

Two lines smallest advertisement taken. Six 

words make a line. 

nv w | nomad appearing as reading matter is in- 
serted free. 

All advertisements must be handed in one 
week in advance. 





New York, Dec. 25, 1907. 








A pozEN words may capture a 
dozen or more purchasers, 
PARAGRAPH sometimes im- 

a point happily, while a 
gives it remarkable em- 


A 
presses 
page 
phasis. 

ANYONE can. write an adver- 
tisement, but to put the true pull 
in it, this, as Virgil says, is the 
toil, and the struggle. 


Pick the words that are brief, 
and monosyllabic when you can, 


in telling your business _ story. 
They are the most effective. 

Tue New England Magazine 
has ceased to be a factor in the 
publishing business. This worthy 
old magazine has been put up at 
public auction and failed to bring 
a bid over $1,500. It is a sad end- 
ing to a once great career. 


PRINTERS’ INK. 


THE Florida Times-Union, of 
Jacksonville, has entered the 
Gold Mark department of Print. 
Ers’ INK. In the whole State 
of Florida this paper is the only 
one which is entitled to use this 
symbol of Rowell’s American 
Newspaper Directory. The exact 
definition of the so-called Gold 
Marks is as follows: 


(©@©) Advertisers value this papet more for 
the class and quality of its circulation than for 
the mere number of copies printed, 


In Florida the Times-Union is 
very likely to be mentioned as 
the best,paper in the State by a 
majority of those who are asked 
for this information. 


Now Abideth on Sunday School 
imes in its 

Faith. sue dated Decem- 
ber 14 has a page article entitled 
“What Is the Outlook for Re- 
ligious Journalism?” the aim of 
which is to show that papers of 
a religious character are gaining, 
as a class, both in circulation and 
advertising patronage, The Times 
itself has made a gain of 2,688 
lines of advertising during 1907 
over 1906, and has increased its 
subscription list by 10,000 names 
in the same period, which is a 
most creditable performance, in 
each case. 

The Times states that thirty- 
six religious papers of this coun- 
try print more than 100,000 cop- 
ies regularly, but a most careful 
search in  Rowell’s American 
Newspaper Directory indicates 
but five which made a detailed 
report to that effect. Is it not 
strange that religious papers do 
not let advertisers know more 
about the facts of their circula- 
tion, if they really have “things 
of good report?” And on the 
other hand, if they fail to ‘tell 
the’ Directory what its purchaser: 
want to know about them, is it 
strange that an impression shoul: 
go abroad that religious paper: 
are not what they used to be? 

“Faith is the substance of 
things hoped for, the evidence oi 
things not seen,” and in the mat- 
ter of circulation of religious 
mediums ‘we walk by faith, not 
by sight.” 


1s- 
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Modern Priscilla has moved to 
larger quarters, at 85 Broad 
street,. Boston. 

CaLkxins & Hoven, New York, 
have secured the Cluett, Peabody 
& Company account, New York, 
manufacturers of shirts, collars 
and cuffs. 


Tue Bee Publishing Company, 
Omaha, announces an increase in 
the rate of the Twentieth Cen- 
tury Farmer, about 3 cents a line 
over the old rate, There has been 
a big gain in circulation, it is 
stated. 


In February the six most popu- 
lar women wage-earners of Port- 
land, Maine, and vicinity will 
come to New York as guests of 
the Portland Advertiser. They 
will be chosen by a subscription 
voting contest. 

THE J. Walter Thompson Com- 
pany has béen distributing a sea- 
sonable placard, bearing the in- 
scription: 

We are Advance Agents 
of Optimism—No ‘“Cal- 
amity Howlers” here. 


THE Bobbs-Merrill 


Company 
runs a subscription agency of its 
own, called the Central Magazine 


Agency. The results were so sat- 
isfactory last year that the scope 
of the agency has been enlarged 
considerably this season, 


R. F. Ayers, formerly of the 
Woodbury-Ayers Company and 
later of the Frank * Presbrey 
Agency, both of New York, is 
now with A. R. Elliott, of the 
same city. He carries the Mathe- 
son Automobile account with him, 


Tue Toledo Blade, represented 
in the East by L. A, Leonard & 
Company, New York, has in- 
creased its advertising rate 6 cents 
an inch and reduced its position 
rate from a twenty-five per cent 
to a fifteen per cent advance over 
regular rates. 


THe Town and Country Jour- 
nal, a San Francisco monthly 
publication, is the latest addition 
to the list of farm papers, rep- 
resented in the East by Wallace 
E. Richardson, New York. The 
paper is in its 25th year and Mr. 
Richardson will solicit business 
for it after January Ist. 


Tue Advertising Club of Sa- 
vannah, Ga., was organized De- 
cember 10, officers being elected 
as follows: President, Oscar Kul- 
man, president of the Commer- 
cial Lithograph & Printing Co.; 
vice-presidents, A. W. Morehouse, 
president of the Morehouse Mfg. 
Co., and George L. Keen, pro- 
prictor of the Pulaski Hotel; 
secretary, G, P. Talbott, adver- 
tising manager Savannah Press; 
treasurer, L. M. White, president 
of the Delmonico Grocery Co. 
Wise The managers of 

all the Baltimore 
Move. theaters have 
signed an agreement to discon- 
tinue the use of window litho- 
graphs after January 6 and to 
cenfine their efforts at publicity 
to advertisements in the newspa- 
pers and displays upon large 
leased billboards. At present all 
of the theaters, with the excep- 
tion of the Academy of Music, 
spend a great deal of money upon 
picture displays in store win- 
dows. They also have to pay 
large bills for the small cards 
nailed upon dead walls, piles of 
debris, empty houses and fence 
posts. In addition, they give up 
hundreds of passes each week for 
the privilege of making such dis- 
plays. Managers say many of the 
passes thus distributed reach the 
hands of ticket speculators, who 
sell them in cigar stores and on 
the streets. This interferes with 
the regular sale of tickets and 
subjects theatergoers to impor- 
tunity and annoyance, 

The signers to the new agree- 
ment are all members of the 
Baltimore Theatrical Managers’ 
Association. . The penalty for a 
ov of the compact is a fine 
of $250, with $500 for every sub- 
sequent offense. 
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Tue Smith-Wilberding Special 
Agency, New York, will add the 
Louisville Post to its list after 
January Ist. 


Tue South Bend Tribune has 
increased its facilities by an addi- 
tion to its press which will per- 
mit an issue of twenty-four pages. 


Tue Oakland Enquirer is now 
represented in the East by R. J- 
Shannon, New York, and in the 
West by Allen & Ward, Chicago. 


System for December had 129 
pages of paid advertising,—three 
‘pages more than it was given 
credit for in the December sum- 
mary in Printers’ INK, 


THe St. Lauis Ad Men’s 
League has elected officers as 
follows: Robert E. Lee, presi- 
dent; Leo Landau, C, L. Grigg 
and B. B. Deems, vice-presidents ; 
Byron W. Orr, secretary; Frank 
I. Osborne, treasurer. A_ plan 
has been mapped out to advertise 
St. Louis extensively during the 
coming year, 


THe Orange Judd Company 
has just compiled in large-page 
form twenty commendatory ’ let- 
ters from advertisers who have 
used successfully full pages in 
one or more of the Orange Judd 
publications. On the page oppo- 
site each letter appears a repro- 
duction of one of the advertise- 
ments, and a quantity of argu- 
ments in favor of the Orange 
Judd papers is thrown in for good 
measure. 


THe New York Ties has de- 
vised a way of going after maga- 
zine advertisers which ought to 
prove successful. The plan is to 
divide a page of the pictorial sec- 
tion of the Sunday edition into 
quarters, each of which is sur- 
rounded by an artistic border, 
thus reducing its size to that of a 
magazine page. Magazine adver- 
tisers may use the Jimes in this 
manner without the expense of 
preparing special newspaper copy. 
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BEGINNING Monday, December 
3oth, the Washington, D. C.,, 
Herald will change its price froin 
one to two cents. 


Wuuiam P. Tuttte, Jr. late 
of the Frank Presbrey Agency, 
New York, is now advertising 
manager for St. Nicholas. 


ACCORDING to comparative 
tables of advertising kept by the 
Metropolitan Magazine, it is the 
only one of eleven leading month- 
lies which showed a gain in De- 
cember, 1907, over December, 
1906. The figures compiled from 
month to month by Printers’ INK 
would seem to bear out the state. 
ment of the Metropolitan, 


Tue Milton Dairy Company 
recently ran as a full page adver- 
tisement in the St. Paul Dispatch 
a. two-color reproduction of a 
bust of Governor Johnson, of 
Minnesota, the original of which 
was modeled in butter. Johnson 
has a reputation for being any- 
thing but a man of clay, and is 
doubtless as soft as butter only 
in the advertising model. 

J. C. Purpy, who has been 
manager of the Home Savings 
Department of the State Savings 
& Trust Company, Texarkana, 
Texas, for three years, has taken 
charge of the advertising of the 
New York Church Publishing 
Company, 129 W. a2oth street. 
While Mr. Purdy was with the 
Texas company the deposits in 
the Home Savings Department 
increased from $26,000 to $591,- 
000, 


THE publication dates of Mc- 
Clure’s Magazine for 19¢8 are 
announced as follows: 


.. Wednesday, January 22, 1908 
Friday, February 21, = 
Saturday, March 21, 1908 
Thursday, April, 23, 1908 

Friday, May 22, 1908 
Tuesday, June 23, 1908 

a Thursday, July 23, 1908 

September......Saturday, August 22, 1908 

October. _ Wednesday September 23, 1908 

ovember, Friday. October 23, 1908 

December.... Monday, November 23, 1908 


1909 
January...Wednesday, December 23, 1908, 


Date. 
+ peat ary. 
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Tue Providence Evening Trib- 
une has raised its price to two 
cents a copy. The Morning 
Tribune will continue to be sold 
at one cent. 








On December 4 the Winona, 
Minn., Republican-Herald print- 
ed a four-page advertisement for 
H, Choate & Co., a local firm, 
which is the largest advertise- 
ment ever carried in a newspaper 
in that city. 








SamMuEL COHEN, formerly of 
the circulation department of 
Sunset Magazine and the Boston 
Tribune, is now business manager 
of the Narod Listy and Rail and 
Sail, both publications being is- 
sued by the same firm. 


Witi1am H. S. Woop, head of 
the publishing house of Wm. 
Wood & Co., publishers of the 
Medical Record, died at his home 
in New York, December ith. 
Mr. Wood’ was also president of 
the Bowery Savings Bank. 











Mitton BvuckKLIN, editor of 
Judicious Advertising, has been 
appointed fraternal delegate from 
the Associated Ad Clubs of 
America to the convention of the 
Pacific Coast Ad Men's Associa- 
tion, to be held in Oakland next 
month, 

On Sunday, December 8, the 
Hess & Culbertson Jewelry Com- 
pany, St. Louis, had 2.510 lines 
of advertising in St. Louis pa- 
pers. Byron W. Orr, the firm’s 
advertising manager, reports bet- 
ter business this holiday season 
than one year ago. 





GeorcE MATHEws ADAMS, of 
Chicago, who writes that Prinr- 
ErS’ INK has been one of his 
text-books for ten years, is at the 
head of the Adams Newspaper 
Service, which furnishes adver- 
tising matter to newspapers 
aimed to increase classified busi- 


ness. He also has a cartoon ser-. 


vice and anti-substitution service, 
and supplies illustrated editorials. 
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Gripcey ADAMS, now having arp 
interest in the New Era Month- 
ly, has just been awarded the 
$1,000 prize offered by Arbuckle 
Bros., for a plan to advertise and 
sell their ‘“Ariosa” coffee, 














STePpHEN T. WitiaAMs & 
Starr, who style themselves “dee 
velopers of earning-power,”’ re« 
cently distributed souvenirs in the 
form of a pair of spectacles, the 
case of which bears the inscription 
“Dollar-Blinders.” Upon each 
glass a copper cent is pasted,— 
and the connection is obvious. 























W. E. Wiis announces hig 
resignation as New York repre- 
sentative of the Philadelphia 
North American, the resignatiow 
to take effect early in January. 
Mr, Willis has served the paper 
for about twenty years in differs 
ent capacities, being the first loca 
solicitor under the new manage. 
ment and for several years past 
he has attended to its eastern 
business from the New York 
office. He leaves the North 
American to enter the Speciak 
Agency field. 

































































NEW YEAR COVER. 








2B PRINTERS’ INK. 


SEATTLE advertisers are organ- 
§zing an advertising men’s club. 








The publishers of 
Publishers the secon papers 
Meet. represented — by 
George W. Herbert in the West 
and Wallace C. Richardson in the 
East held their annual meeting in 
Chicago, in Mr. Herbert's offices, 
in the First National Bank Build- 
ing on December 3d, 4th, 5th and 
6th. Those present were E, A. 
Webb and H. C. Klein of the 
Farmer, St. Paul; John P. Wal-- 
Jace and H. C. Wallace of Wal- 
Jaccs' Farmer; R. W. Knott, 
Home and Farm, Louisville, Ky. ; 
Frank W. Hoard of Hoard’s 
Dairyman; L, K. Hildebrand of 
the Breeder's Gazette; John B. 
Conners of the Jndiana Farmer; 
M. W. Lawrence of the Ohio 
Farmer; E. H. Houghton of the 
Michigan Farmer; Arthur Simon- 
son of the Wisconsin Agricult- 
urist; Lute Wilcox of the Field 
and farm, Denver; N. E. Car- 
nine, Dakota Farmer. 

The annual deliberations of 
these publishers are always of im- 
portance, but the session just 
closed has gone farther, in results 
obtained, than any of the previous 
mectings. The papers presented 
were of high order and any plans 
entered upon by the publishers as 
a result of suggestions made in 
these addresses ,will be adopted by 
other farm papers, 

The publishers have arranged to 
gmake general advertisers more 
familiar with the agricultural field, 
and their papers in particular, by 
furnishing them ‘with more com- 
plete information than they have 
had in the past. Prices ‘of farm 
products are higher than they 
were a year ago, and the farm- 
er will have plenty of money to 
spend, these publishers say, dur- 
ing the coming season. Consider- 
able advertising of a general na- 
ture is now going to farm papers, 
but there is much more of it 
which might be placed there to 
advantage. 

The publishers represented by 
Messrs. Herbert and Richardson 
avill probably meet again in New 
York in June. 


SOMETHING new in department 
store advertising appeared re. 
cently in the Indianapolis News, 
L. S. Ayres & Co. used two 
pages, backing one another, to 
send out an eight-page booklet 
of. Christmas announcements. 
Each newspaper page was divided 
into four parts and the booklet 
was made by folding the sheet 
according to printed diréctions. 


Horace E. Ryan, the firm’s adver- 


tising manager, writes thus re- 
garding the advertisement: 


For $500 we had an 8-page good 
size folder printed and distributed to 
eighty or eighty-one thousand possible 
customers. That looks like a bargain. 
Moreover, we excited the editor to 
news comment, an immeasurable com- 
pliment coming from the Indianapolis 
News. 








Representatives of 
Publishers 10 daily, weekly 


Protest. and monthly press 
of Des Moines met December 12th 
and adopted the following reso- 
lution, John J. Hamilton, editor 
of the Jowa Homestead, being ap- 
pointed to present it to the post- 
office authorities at Washington: 


Resolved: That it is the sense of the 
publishers of Des Moines that the im- 
mediate enforcement of the new rul- 
ings of the Postmaster-General, af- 
fecting second-class matter, especially 
those regarding sample copies and 
credit subscriptions, would work seri- 
ous injury to the publishing interests 
of the country, and that we request 
that the date of their going into effect 
be postponed until July 1, 1908, so that 
publishers may have a reasonable time 
to adjust their business to the new 
requirements. 





BUSINESS GOING OUT. 

Keep’s Shirts are being advertised in 
newspapers by Albert Frank & Com- 
pany. 

Arthur T, Bond, Boston, is using 
space in newspapers to advertise 
White House Coffee. 

The Fra Angelo Remedy Company, 
Haverstraw, is sending reader copy 
direct to newspapers, 


Estey Organ copy and orders are 
going out from the Long-Critchfield 
Corporation. 


Copy for Reliable Incubators and 
Breeders is now being sent out by th: 
Long-Critchfield Corporation, 


The Lesan-Gould Agency, St. Louis, 
is placing some advertising for th 
Board of Trade, Hot Springs, 2,50: 
line contracts with newspapers being 
made, 
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liarry Bentz, New York, is placing 
copy for a new account, Sun-Ray min- 
eral water, with newspapers. 


Albert Frank & Company are asking 
rates on two news steamship company 
prepositions from newspapers. 


J. Walter Thompson, New York, is 
using 225 lines in Sunday papers ad- 
yertising the Maja Automobiles. 


The Ironmonger Agency, New York, 
is sending some Bass Ale copy to 
newspapers in a few western cities, 


S. G. Tabet, Syria, oriental tours, 
is being advertised in magazines by 
Albert Frank & Company, New York. 


Powers & Armstrong, Philadelphia, 
are using space in newspapers to ad- 
vertise Franklin Automobiles, Syra- 
cuse. 

The Massengale Agency, Atlanta, is 
asking rates from newspapers on the 
1908 advertising appropriation for Coca 
Cola. 

The Hampton Company, New York, 
is using space in newspapers for S 
H. Kress, of that city, 5 and 10 cent 
store. 


The Merchants’ & Traders’ Bank, 
New York, is being advertised in 
newspapers by Albert Frank & Com- 
pany. 


The general fist for the Interna- 
tional Harvester Company is now being 
made by the Long-Critchfield Corpora- 
tion. ; 


The American Advertising Agency, 
Boston, is using 89 lines, 1 time, for 
Dr. Sproule, of that city, with news- 
papers. 


The Sherman-Bryan Agency, New 
York is asking rates from newspapers 
on 4 inches, every other day, 4 and 6 
months, 


Kemp & Burpee Manufacturing Com- 
pany copy is now going out to farm 
papers, from the Long-Critchfield Cor- 
poration. 


The Dorland Agency, Atlantic City, 
is using 600 lines, 2 times, in Sunday 
papers, for the Florida East Coast 
Railroad, 


J. S. Stack, Cincinnati, is making 
new contracts for the Schlitz Brewing 
Company, Milwaukee, 12,500 lines with 
newspapers. 


J. Walter Thompson, New York, is 
sending out roo line, 1 time orders to 
newspapers for J. B. Lippincott & 
Company, publishers. 


J. Walter Thompson, New York, is 
using 100 lines, 2 times, in newspapers 
for Lamont, Corliss & Company to 
advertise Rainbow . Dyes. 


Albert Frank & Company, New 
York, are using space in New York 
City newspapers to advertise the rug 
and carpet sale of H. H. Topakyan, 
New ork, Imperial Persian m- 
missioner, 


The Mahin Agency, Chicago, ig 
making 1,000 inch contracts with 
newspapers for the N. K. Fairbanks 
Company, of that city. 


The George B. Van Cleve Agency, 
New York, is using 50 lines, single 
column, in newspapers, advertising the 
Foreign Automobile Show. 


Andrew Cone Agency, New York, 
is using space in newspapers for the 
financial advertising of J. J. Bamberger 
& Company, o1 that city. 


Albert Frank & Company, New 
York, are using 2 inches, double col- 
umn, pure reading notices, in news- 
papers for the Savannah Line. 


Holiday copy for the Columbia 
Phonograph Company, New York, ig 
going to newspapers from the Frank 
Seaman Agency, New York, 


The Hamburg-American Line’s Atlas 
Service is being advertised in news- 
papers, 3 times a week, for 2 months, 
by Albert Gould & Company. 


The German-American Agency, 
Philadelphia, is using 14 lines, 1 time, 
in newspapers for Fleming & Come 
pany, bankers, of that city. 


The Dodson-Fisher-Brockmann Com- 
pany of Minneapolis, has closed a 
contract with the Long-Critchfield Cor- 
poration to handle its advertising. 


The Frank Presbrey Agency, New 
York, is sending out 140 line, 1 time 
orders, to newspapers for ‘Moffat, Yard 
& Company, New York, publishers. 


The Merrill Advertising Agency, New 
York, is placing the advertising for 
the International Sleeping Car Co., in 
publications which cater to travelers, 


The Avery Manufacturing Company 
orders and copy for threshing mae 
chines and cultivators are now going 
out from the Long-Critchfield Corpora- 
tion. 


Bucklin & Company, Chicago, medi- 
cal, are using 540 inches, in 4 months, 
twice a week, with newspapers, dis- 
play copy; business being placed di- 
rect. 


Harper & Brothers New York, pub- 
lishers, are sending out orders to 


newspapers direct; business to be 
charged to Hibson ’ Brothers, New 
York. 


Orders and copy for Manson-Camp- 
bell Company, Ltd., are being sent out 
to a large list of poultry and farm 
papers by the Long-Critchfield Corpor 
ation. 


M. Wineburg & Company, New York, 
are placing orders for readers, 4 
months, every other day, with news- 
papers for the Omega Chemical Com- 
pany. 

J. A. Tedford, of the.George B. Van 


Cleve Agency, New York, is _ making 
3,000 line contracts, to be used within 
a year, with newspapers for the CG, 
Clarke and E, V. Neal Enterprises, of 
that city. 








ad 


New copy is being sent out by the 


(Long-Critchfield Corporation for the 


Davenport Wagon Company. 


The Amsterdam Agency, New York, 
as placing reader copy for the Atlantic 
Moast Line, with newspapers, New York 
City and Philadelphia, 15 times, every 
ther day. 


Fence copy for the McGregor Ban- 
well Company of Walkerville, Ont., is 
now being sent out by the Long-Critch- 
field Corporation to Canadian papers 
exclusively. 


The Fuller Agency, Chicago, is mak- 
ing 1,000 line contracts, to be used 
within a year, with newspapers for A. 
C. McClurg & Company, of that city, 
publishers. 


Lord & Thomas, Chicago, are making 
3,000 line contracts with newspapers, 
space to be used within a_ year, for 
the Goodyear Tire & Rubber Company, 
f that city. 


Large copy for the International 
Sales Company, New York, agents for 
the Thermos Bottle, is being sent to 
Philadelphia papers by the Lord Agen- 
«y, of New York. 


The Homer W. Hedge Agency, New 
York, is sending 79 line copy to news- 
apers for the C. L. Jones Company, 
Imira, makers of Dr. Whitney’s 
Nerve and Flesh Builder. 


The W. L. Houghton Agency, New- 
ark, is using 35 lines in Sunday pa- 
pers, till forbid, for the Van Orden 
forset Company, of that city, adver- 
stising La Greque Jersey Top Skirt. 


The Long-Critchfield Corporation has 
closed a contract to handle the adver- 


tising for G. D. Sutton of Mason 
ity, Ill. 
Wood, Putnam & Wood, Boston, 


re using 20 lines, 4 times, in book 
supplement or book sections of news- 
papers for New. Talmud Publishing 
‘Company, of that* city. 


The advertising of the National Bis- 
cuit Company, 15 inch copy, has been 


cut down from 156 to 88 insertions, 
in  mewspapers; the business being 
placed by N. W. Ayer & Son, Phila- 
delphia. 


Albert Frank & Company, New York, 
are using space in magazines for the 
Crest Trading Company, a mail-order 
house. This is the first account of a 
gnail-order character to be handled by 
this agency. 

The Mona Mfg. Co., Bridgeport, 
onn., makers of Mona Seamless Cor- 
sets, are to start advertising in the 
February numbers of the following 
publications: 100 lines in Ladies’ Home 


Journal, Delineator and Woman's 
Home Companion, one-half page in 
Good Housekeeping and _ one-quarter 


page in Vogue. This is a new con- 
«ern, and new advertising—business is 
laced by the Hampton Company, New 
ork. 
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_ The Bankers’ & Merchants’ Adver- 
tising Agency, New York, is usirg 
space in New York City newspapers 
for the Knickerbocker Trust Company. 
It is also placing business for. Lauders 
& Company, New York, real estate, 
with newspapers generally. 


+o 


TECHNICAL ADVERTISING. 


. “A good many of us who have becn 
in the shoe trade for years,” said a 
retail man recently, “get to thinking 
in shoe terms entirely. For, example 
a Goodyear welt means just that and 
we know at once that such a shoe is 
better than one that is machine-sewed, 
or at least is generally a higher grade 
shoe, and so on through the various 
details of our business we become so 
familiar swith the technicalities of it 
that we fail to realize that the general 
public, with whom we do business, and 
from whom we make our living and 
our profit are not as familiar with our 
technical’ terms as we are, and as a 
matter of fact would not know what 
we were talking about if we spoke 
say of a box calf bal. 

“But the worst of the matter is that 
these little technical terms creep into 
our advertising without our knowing 
about it at all, and very frequently | 
have seen ads in local papers that were 
perfectly clear and descriptive to me, 
but which I would venture to say were 
scarcely understood by the general 
eople of the town who were not 
amiliar with shoe talk and shoe terms. 
So just as a word of warning I would 
like to say to the retail readers of 
your paper, that they want to be care- 
ful and talk in their advertising in 
terms that their readers will under- 
stand,”—Boot and Shoe Recorder. 


SS ee 


FRANCO-BRITISH EXPOSITION. 


English exchanges to hand devote 
considerable space to the Franco-British 
Exhibition of Science, Arts and Indus- 
tries, to be held in London, May, 1908, 
a great international exhibition demon- 
strating to the world the products and 
resources of the British Empire and 
of France and her Colonies. Canada 
manufactures will occupy 120,000 fect. 
The exhibition will cover 140 acres, 
with jo acres of buildings, exclusive 
of those to be erected by the French 


and British Colonial Governments. Al- 
bert O’Donoghue, 317 West 124th 
street, New York, will furnish infor- 


mation to the paper, and allied trades 

wishing to gain publicity for their 

products abroad.”—Paper Mill. 
——__+0+—__— 


THE MAN IS ALL. 


It is only an advertising man here 
and there that possesses sufficient ar- 
tistic feeling combined with the know!l- 
edge of human nature and human 
needs necessary to enable him to pre- 
pare the compelling kind of copy which, 
if repeated, has a cumulative effect 
a your mind and leads you eventu- 
ally to purchase the — advertised, 
rst 


probably against your inclina- 


tions. —Profit-Maker. 
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THE CHICAGO “TRIBUNE'S” 
BIG SCOOP. 





The great metropolitan news- 
papers of the country take par- 
ticular pride in their Washington 
news. A journal which makes 
any pretenses to eminence has in 
all probability special representa- 
tion at the Nation’s capital. Some 
of these correspondents win na- 
tional reputation because of the 
uniform excellence of their re- 
ports. First of all the corre- 
spondents seek to get hold of the 
items which have interest for 
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their own particular section of 
the country. The result is a keen 
rivalry which manifests itself in 
connection with the hunt for 
news concerning this particular 
section. If a scoop of national 
character can be added to es- 
pecially strong work for the local 
section, the feature news from 
Washington is greatly enhanced 
in value. 

The latest illustration of a na- 
tional scoop was the publication 
in the Chicago Tribune of the 


story of the recall of the Japanese 
Ambassador, Viscount Aoki, be- 
fore it appeared in any other pa- 
per in the world. The essential 
facts were given and subsequent 
accounts indicated that the Trib- 
une’s story was correct in every 
detail The files of this paper 
show other scoops equally signi- 
ficant, which the Chicago Tr:b- 
une’s Washington bureau in the 
last few years have first given to 
the world, among them being the 
decision of the Supreme Court on 
the constitutionality of the income 
tax, the first news of the decision 
to declare war with Spain, the 
first story of Hobson’s plan to 
blockade Santiago harbor with 
the collier Merrimac, and the first 
details of the decisive conflict be- 
tween the fleets of the Czar and 
Mikado in the Sea of Japan. 
—————_+o->—____— 


CHICAGO DAILIES CUTTING 
DOWN RETURN PRIVILEGES. 
Heretofore Chicago dailies have been 

allowing their agents to return all un- 

sold copies, and huge wagonloads of 
unsalable sheets have been shipped back 
to the junk shop. Now word has been 
received that no more copies of the 
American, the Tribune and the Rec- 
ord-Herald can be returned, and the 
agents have been instructed to cut 
down their orders to the actual num- 
ber sold. The Chicago American has 
been the chief sinner in this matter, 
and the return copies led to a serious 
quarrel with the express companies. 

George F. Nosler resigned from the 

agency of the American Express Com- 

pany in Chicago and went to New 

Orleans rather than be bothered with 

the demands of the companies to re- 

turn the unsold copies free of charge. 

—Paper Trade Journal. 


—__ +e 


WILL TIES UP WATCH CO. 
STOCK. 


The will of the late John C. Dueber, 
the wealthy watchmaker, of Canton, 
Ohio, which was filed for probate to- 
day, provides that no one shall sell 
stock of the Dueber-Hampden Watch 
Company, of which he was president, 
without giving 10 days’ notice, thereby 
giving the other stockholders an op- 
portunity to buy at the market price. 

This stipulation was made by Dueber 
to prevent the watch combine, which 
he fought for many years, from get- 
ting control of his factories.—Banker 
and Investor. 

——~@~—_— 


SavING money may be the best thing 
to do, but if everybody did it and 
kept it up for a while four-fifths of 
the world would soon be staring star- 
vation in the face—Banker and In- 
vestor. 
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WHY DOES THE CLOTHING 
MERCHANT ADVERTISE? 


AN EXPLANATION AND SOME POINT. 
ERS ON WRITING CLOTHING AD- 
VERTISING, 


Clothing is not a luxury—it’s 
a necessity. If we don’t wear 
clothes we are arrested, if we 
steal them Wwe are arrested—hence 
the natural conclusion is that we 
must buy them. Now why is it 
that retail clothing stores adver- 
tise so extensively, when even if 
clothes were never 
we would buy them? 

Competition in. the clothing 
business is particularly strong and 
it is for this reason more than 
any other that clothing merchants 
advertise. They can, through the 
daily papers, advance their argu- 
ments and the reasons why one 
should buy clothing from their 
store. Advertising controls trade 
as well as it creates it and the 
clothing merchant uses advertis- 
ing space to control the trade he 
has already acquired and tries, by 
inserting better ads than his com- 


petitor, to corral the latter’s cus- 
tomers. 
Advertising also helps to make 


people buy. Many people never 
realize what they want until they 
are told and the clothier’s adver- 
tising creates a demand that usu- 
ally ripens into a sale. 

Often a suit is bought with the 
firm attention, on the part of the 
buyer, of wearing it several sea- 
sons, but the clothier sees to it 
that ‘the style changes next year 
and that the man who buys a suit 
for two years’ wear hears of the 
change. If he’s any kind of an 
up-to-date man he will want to 
dress according to the reigning 
fashion and the clothier’s adver- 
tisement tells him that the suit he 
bought last year is now out of 
style and that he must buy a new 
one, “without vents, long lapels,” 
and so on. 

All retail _ clothing merchants 
welcome changes in style because 
it means increased business. Few 
men are not supplied with enough 
vanity to be particular about their 
dress. No one cares to be con- 
spicuous by the antiquity of his 


advertised_ 
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dress, and although the old suit 
may still be wearable, Dame 
Fashion makes him purchase the 
latest thing out. 

Clothing ads are hard to write 
because so much has been said 
about clothes that it is hard to 
find something new. Clothing oi 
the various concerns does not 
vary a great deal, and it is not as 
easy as it appears to give good 
truthful reasons why a _ man 


‘should trade at your store in pre- 


ference to your competitor’s. 

The chief selling points of 
ready-made clothing are style, fit, 
quality of fabric and price. All 
the advertising must of course be 
seasonable, bright, and have a 
true ring. Keep in mind that you 
are writing for men and that they 
demand copy entirely different 
from that which captures the 
woman. It’s better to say your 
$15 overcoat or suit would cost 
20 elsewhere, than to say you 
og selling a $20 overcoat for 
15. 

Impress the idea that your 
clothes are sold at a small margin 
of profit, have a superior style 
and finish and are made from 
high grade fabrics by a first-class 
house. 

The sanitary conditions of the 
plant where they are made is a 
good argument and can be used 
often to good advantage. Talk 
value, style and quality, 

Here are three advertisements 
that have proved themselves good 
business bringers: 


THEY eure AGAIN BECAUSE 
HEY GET VALUE 

It’s an easy matter to explain why 
the man who buys his overcoat or suit 
from us one season always coms 
back the next. He gets Value. Ev 
ery garment sold in this store is cram 
full of value. It’s not the price that 
should attract you—consider the value. 

When we say our $15 suits and 
overcoats are equal to any you buy 
elsewhere and pay $20 for, you can’t, 
if money is any object, buy your 
clothes at any other store. For in 
stance our $15 suit worth $20. 

All the sensible ‘“kinks;’’ cuffs, 
turned up mind you, not simply 
tuck in the goods. A collar and lapel 
that stay in place until there are holes 
in the elbows, coats that fit and fit as 
long as you wear them. 

Real clothing value that can’t be 
duplicated elsewhere for less than $20 


or $25. 
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AN OPEN FACED CLOTHING 
STORE, 

Ever hear a man spoken of as clean 
cut, open faced? You know they 
poe he has every appearance of be- 
i ng a straightforward, honest man, and 

vances are he is. 

This is an Open Faced Clothing 
Store in more ways than one. We 
have a clean cut, straightforward ap- 
pearance and what’s infinitely better, 
we are straightforward—honest in 
the smallest details. 

Every garment in our store is first- 
class in every respect and our guar- 
antee, coupled with that of the manu- 
facturer, is back of every suit you buy 
here, 

Our methods are open and above- 
board. There is nothing whatever to 
hide from our customers. We sell 
good clothing, we know it—but do you 
know it? Read these items and then 
come and see for yourself that we sell 
good clothing. 

Unusual $20 Overcoats Are Here 


15. 

These garments are of the class you 
will pay $20 for elsewhere. Winter 
and intermediate weights, latest weaves 
and colorings, 

Black and Oxford Melton. Black 
and Oxford Vicuna. Black and Ox- 
ford Frieze. Fancy Herringbone 
Cheviots. 


MEN’S SUITS YOU PAY $20 FOR 
ELSEWHERE HERE AT $15. 
All stylish, up-to-date suits. Fabrics 
comprise every new and popular effect 
including a large variety of the fashion. 

able browns. 
$15 Suits You Can’t Duplicate 
Elsewhere For $20. 

Our clothing is noted for big values 
and unexcelled styles and finish. Our 
long experience has proven to us that 
it is the best—and we price it in ac- 
cordance to our close margin plan, 

We want a large volume of sales, 
not a large profit on each sale. We 
believe that $15 should buy a good suit, 
and we have marked the kind you'll pay 
$20 for at other stores, at this price. 

We have other suits at $20 and $25 

you can duplicate them at almost 
any first-class clothing house, but you 
pay $2.50 to $5 more than here, 

Come and see us for your new suit 


or Overcoat. 
H. K. Stroup. 
— ++ 


PREFERRED POSITION. 

A photographer who was obliged to 
move from his old quarters selected a 
site between a millinery establishment 
and a beauty parlor. 

“A place of that kind is the most 
profitable location in the world for a 
photographic studio,” he said. ‘Most 
women leave the milliner and the hair- 
dresser looking particularly well 
groomed. While in that state of er 
sical perfection it seems a_ particularly 
propitious time to be photographed, 
and if there is an artist near the 
step right in and give him a sitting.” 

hilton, Texas, News, 
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A NEW SORT OF RAILROAD 
TIME TABLE, 


Beginning in December the 
Erie Railroad brought out some- 
thing new in time tables; far 
ahead of and decidedly more in- 
teresting than the prosaic time 
table so well known by those who 
have occasion to travel by rail. 
It is attracting more attention and 
comment than ever a time table 
attracted before. 

Charles Tracy Bronson, editor 
of the Erie Railroad Employees’ 
Magazine, told some very inter- 
esting facts concerning the new 
departure. 

“Our recent time table,’ said 
Mr. Bronson, “is far more com- 
plete in every detail than any- 
thing else that has been published 
of this order. It goes deeply 
into even the smallest detail of 
the train service of our own and 
connecting lines; gives the name 
and address of every man con- 
nected with the road who has 
authority to straighten out tangles 
of any sort and is full of infor- 
mation for the traveler who 
wants to know. 

“The thing about the time table 
that will attract the most atten- 
tion and cause comment is the 
page of clipped matter on the 
inside back cover headed ‘What 
Others Say Of Us.’ For years 
the press and the stage have fur- 
nished amusement for the public 
by poking fun at the railroads. 
Way back in the early ’7os the 
Hannibal & St. Joseph was scored 
by the newspapers and minstrel 
shows; then the B. & O. and 
after that the New York Central 
came in for their share. Lately 
it is the Erie that has been re- 
ceiving attention, and very many 
of the-bits of criticism aimed at 
us we do not deserve at all, 

“Some of the matter contained 
in ‘What Others Say Of Us’ con- 
sists of humorous roasts; some 
are complimentary. For example, 
the Andover, New York, News 
says: ‘It is said the Erie Railroad 
stopped the | transportation of 
corpses between New York and 
Buffalo. Reason—Fear that they 
will not be able to get them 
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there in time for the resurrection.’ in running time, a new time table 
Ihe Syracuse Herald says ‘the or something of that sort, During 
Erie Railroad reports more than an exposition or convention or 
24,000,000 passengers transported anything of like nature we use 
last year without loss of a trav- space to advertise our service and 
eler’s life. The Erie 1s often a special rates, but as a rule copy 
joke but it has reason to point runs about the same right along 
with pride to that record.’ All with little change in style or 
the matter is more or less along make-up, 
these lines, so we have ourselves. ‘About three years ago we be- 
put the question up to our pat- gan to issue our Employees’ 
rons that they may judge for Magazine. It is sent out every 
themselves to what degree we de- month to each one of our 40,000 
serve this criticism. employees, and it is successfully 
“One effect of our idea has~promoting the good feeling which 
been to largely increase the call is so necéssary in a large organ- 
for time tables; we are using a ization like ours. It carries a 
good many more now _ every great deal of advertising and is 
month than we formerly did; and more than self-supporting. 
I believe, so far as I can learn, “It is the policy of our com- 
that our reprinting of these quo- pany to give everything of a news 
tations has done much to place nature to the papers and do any- 
our service in its true light be- thing in our power to assist them 
fore the traveling* public, They in collecting the facts of the case. 
see the humorous side now more If we are unfortunate enough to 
clearly than before, have an accident on our lines, we 
“Just stop and think a moment. do not try to hide anything from 
We handle twice a day, six aays the newspaper man but send for 
a week, every day in the year, him and tell the whole story. 
over 25,000 people, who live with- This is not the case with all rail- 
in a radius of fifty miles of New roads and it was not always so 
York and come into business and with us, but it is now and has 
return to their homes on com- been for some time.’ 
mutation tickets, this is not ——<9+___ 
counting the many passengers BOOKLETS. 
who make occasional trips during | The South Bend, Ind., Tribune, hes 
_di » issued a very complete story of itse 
the week and the long-distance i kindy beadiet tert. 
passengers but our steady, every- “ae ain: aac 2 sii 
2 en oO u Ta is a ooKkKie 
day, year-after-year | suburban from Fernald’s Newspaper Men’s Ex- 
patronage. The Erie is primarily change, Springfield Mass, 
a freight road but I believe, ic Another booklet has been issued by 
anyone who will study the condi- Edmund Bartlett, New York, to show 
tions of the various railroads, it pena he can assist mianatactyrere pelt 
. goods. This one is called ‘The p- 
will be perfectly clear that _ building of a Manufacturing Busi- 
compare favorably in passenger jess.” 
transportation with any of them, An elaborate booklet of the Inter- 
and in some respects we af€ national Accountants’ Society, Inc., 
ahead. Take for instance our comes from Detroit. It is printed in 
dining service Ours is, I be- two colors throughout, is fully illus- 
: h ly il d >. hi trated, has embossed cover in purple 
lieve, the only railroad in this and gold and is tied with silk cord. 
country which furnishes passen- Senet Miia bee sntitel te 
gers with food; our meals are book: form almost a hundred reproduc- 
equaled by a few and surpassed tions of letters from satisfied adver- 
by none, and we do this as an ac- tisers. is s bound Ee my 
. cover, wi arker green an re ink, 
commodation, for the balance on and sent out with no comment from 
the books at the end of the year the publisher. 
15 more likely to be on the debit A quantity of praiseworthy folders 
than the credit side, and booklets have been received from 
“Our advertising, like most ra ne gg = oe ——— 
e ror * ompany, oston. orthy of specia 
railroad advertising, is usually mention are the booklets of the Inter- 
only an announcement of a change national Switch and Signal Co., the 
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Country Day School for Boys, the 
Garden Studio and the “Perfect” 
Water Cooler. 


The Gude-Bayer Company, New 
Vork, has prepared a commendable 
booklet for the Hamburg-American 
Line, advertising its Mediterranean 
service. From a_ typographical stand 
point there is little to be desired, and 
the text matter shows thoughtful prep- 
aration that will hardly fail to hold 
the reader’s attention. 


A. M. Cleland, General Passenger 
Agent of the Northern Pacific Railway, 
is responsible for a commendable book- 
let, “Eastward Through the Storied 
Northwest,” which approaches _ the 
trans-continental trip from the Pacific 
Coast. Aside from this unusual feat- 
ure, the volume is chiefly noteworthy, 
perhaps, because of the beautiful cover 
printing. 


Walker & Mosby, real estate dealers 
in Lynchburg, Va., have issued a book- 
let in the interest of local real estate. 
The work is e¢arefully done, and the 
chief criticism that might be suggested 
is upon the shape of the page. The 
type page measures about two and 
three-quarters by seven and one-half 


inches, and could be improved by in- 
creasing the width or decreasing the 
length. 


E. C. Atkins & Co., Indianapolis, is- 
sued in commemoration of their fiftieth 
anniversary an exceedingly well pre- 
pared booklet, bound in board, entitled 
“The Saw, Its Ancient and Modern 
Development.” All this work upon 
the booklet was done by Rogers & Co., 
printers and engravers of Chicago. The 
story of the saw is interestingly told 
and the mechanical work is beyond 
criticism. 


The T.ewiston-Clarkston Bureau ot 
Lewiston, Idaho, has issued a booklet 
to induce immigration to the Oregon, 
Washington and Idaho country imme- 
diately surrounding the towns of 
Lewiston and Clarkston. It is the sort 
of booklet that draws attention to the 
text and illustrations and gets the 
reader’s interest so that he forgets it 
is an advertisement he has in hand. 
This, after all, approaches the high- 
water mark of success in preparing and 
printing booklets,—to get the reader’s 
interest in the subject matter, and 
make him lose sight of the mechanical 
means of bringing this matter to his 
attention. 
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tion in New York, icagy. 
garrative reaches its climax in the January 
t the articles in 


figures in th: Re 
the late William C. Whitney, P. A. Be Widener, 
W. L. Elkins and Thomas Dolaa. . 











This reproduction is from the first 
of two 8-page advertisements of Mc- 
Clure’s Magazine in the Literary Di- 
gest. The first appeared in the issue 
of November 30 and the other in the 
issue of December 14. These were the 
largest advertisements that have ever 
been run by a publisher in a periodical 
not his own. Each advertisement was 
in the interest of the subscription de- 
partment, and is said to have had a 
good effect not only on the renewal 
of subscriptions but also upon adver- 
tisers, who gain confidence in seeing 








publishers spend their money in other 
mediums. ‘The subscription increase of 
McClure’s is attributed, in addition to 
the results of this advertising, to the fact 
that McClure’s subscription price was 
raised from $1 to $1.50 in October, 
and that subscribers have been given 
the opportunity to subscribe at the old 
price for just as many years as they 
wish. This has resulted in  subscrip- 
tions not only for one year and two 
years, but also for five years and ten 
years, a very large proportion being 


five-year subscriptions. 











ADVERTISING A RESTAUR- 
ANT. 


Seldom has a purely local ad- 
vertising campaign in any city at- 
tracted more attention and ad- 
miration than has the successful 
advertising of the Fern Room of 
the Hotel ‘Pfister in Milwaukee, 
Once or twice a week, for sev- 
eral weeks, have the columns of 
the Evening Wisconsin and_ the 
Sentinel contained fifty to sixty- 


inch announcements of this res- 


taurant. 
The Pfister is Milwaukee’s fore- 
most hotel, and the Fern Room 
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The cuisine supplies delicacies, 
such as can only be found in the 
very best restaurants of the larg- 
est American cities, fresh sea 
foods and rare game being feat- 
ures of the menu. The table ser- 
vice is excellent, the management 
being fortunate in securing wait- 
ers from the best cafes of the 
East. Music of a really high 
order adds to the enjoyment of 
the patrons, Signor Feis, a cele- 
brated tenor, being engaged for 
this winter. 

The location of the Fern Room 
has had a tendency to limit its 
patronage. Last summer Charles 











is to the city what Sherry’s is to 
New York and Rector’s to Chi- 
cago. It is a large and imposing 
dining-room, beautiful. in archi- 
tecture and harmonious in all its 
appointments, and, as the name 
infers, ferns furnish the means 
of decoration. It is situated on 
the seventh floor of the hotel, at 
the end of a corridor hung with 
masterpieces from the Pfister Art 
Collection, which cannot be sur- 
passed in the hotels of America. 





F. Pfister, proprietor of the hotel, 
decided that the Fern Room was 
worthy of more extensive pub- 
licity, and asked the Hall-Taylor 
Company to outline a campaign. 
The proposition of advertising 
the Fern Room without depreciat. 
ing its tone was no easy matter. 
To give strength and character, 
and at the same time conserve 
dignity, was the problem to be 
confronted, and such methods a: 
would suggest themselves for ad- 
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vertising a “merely good restaur- 
ant” were immediately dismissed. 
Finally, the liberal use of space in 
the local papers, read by the well- 
to-do people, was recommended, 
supplemented by advertising in the 
programmes of two of the high- 
class theaters. Large space, oc- 
cupied by coarse screen half-tones 
from wash drawings, by a clever 
illustrator, has been used for each 
ad, the text being hand-lettered 
and always brief. The illustra- 
tions used were suggestive of the 
Fern Room, a dinner party, a 
group of banqueters,  well- 
groomed business men at coffee, 
or a box scene at the opera. 

To impart individuality to the 
illustrations and increase their 
advertising value the decorative 
value of the fern is utilized in 
various ways. Real ferns have 
been, in some instances, combined 
with the artist’s drawings and the 
whole successfully photographed. 
Sprays of ferns, bearing the 
monogram “H, P.” are used to 
good advantage as foot-pieces. 

All the drawings were made 
with reference to the method of 
their reproduction and by judi- 
cious re-engraving; the hard 
edges, which are characteristic of 
most newspaper half-tones, have 
been avoided. In making the 
plates for the newspapers copper 
is employed in place of zinc. 

The copy for each advertise- 
ment is concise, a sentence or two 
pointing out the appropriateness 
of the Fern Room for various 
occasions. The generous use of 
white space has greatly enhanced 
the efficiency of the advertising. 

The first advertisement opened 
the campaign with the following 
message: 





“The evening’s enjoyment at the 
theater reaches its fullest expression 
at the Fern Room of the Hotel Pfister. 
A restaurant of advanced standards 
with le gee in keeping. with its 
purposes. A place frequented by those 
who appreciate the finer things, and 
whose discrimination enables them to 
recognize the really good.” 


Another, a strong and striking 
picture of two business men at 
the table is accompanied by the 
following text: 








“The man entertaining business 


friends naturally seeks the Fern 
Room of the Hotel Pfister. Its high 
standards, as expressed in service and 
surroundings, its whole tone and char- 
acter leave an impression that reflects 
credit upon the entertainer and the 
city.” 





On the day of Calve’s concert 
in Milwaukee, an_ illustration 
representing a couple in evening 
dress leaving the theater was 
used, bearing the message: 





“And after Calve, the Fern Room 
at the Hotel Pfister.” 





The table d’hote dinners served 
evenings are advertised by similar 
illustrations in smaller space. 

As the Fern Room appeals 
especially to theater-goers, pro- 
grammes of the better theaters 
receive favorable consideration 
in conducting the campaign, The 
inner front cover of the Davidson 
Theater programme contains a 
four-color half-tone showing a 
scene in the Fern Room, with a 
theater party in the foreground 
and Signor Feis singing from the 
balcony. 

On the occasion of the Bank 
Clerks’ Minstrel Performance at 
the Pabst Theater a small card 
bearing the text, “After the The- 
ater, The Fern Room at the 
Hotel Pfister,” and_ illustrated 
with a monogrammed fern leaf, 
was enclosed in each ticket en- 
velope by the man in the box 
office. 

The Fern Room advertising is 
distinctly different from most 
local advertising, in that it does 
not bear signature, street address 
nor direct appeal to buy. The 
elimination of these figures was 
favored by Mr. Pfister and Mr. 
Severance, manager of the hotel, 
as being in keeping with the 
character of the cafe. 

Epwarp L. KLEIN. 
ens 
AMPLE RETURNS HERE. 
Scranton, Pa., Dec. 11, 1907. 
Editor of Printers’ INK: 

A few weeks ago I wanted a copy 

of a book that has been out of print 


for some time. One insertion of a 
2-line ad in your classified columns 


-put me in touch with a man who had 


a copy for sale at a reasonable price. 
Good for PrRIntTERs’ INk! 
S. Rotanp Hatt. 


























SST; 


You cannot reach SYSTEW’S readers by ordin- 
ary methods. Thousands of these men are daily 
surrounded by a corps of private secretaries. 
And even your crack salesman, with his strom; 
est battery of arguments, would find it difficu t 
to cross these guarded thresholds. 


Yet SYSTEM goes unquestioned, unhampered, 
and welcomed into au army of such private 
offices month after month—offices of men like 
John H, Patterson, Richard W. Sears, John M. 
Studebaker. Alexander H. Revell—heads of big 
concerns who buy goods like yours. 


And these men read SYSTEM, study SYSTEM, 
t make it a part of their business rouune— adver- 

tising pages and all. 

EVERY NUMBER OF SYSTEM IS A PULLER 

—A PROFIT BRINGER SYSTEM NEEDS NO 

LONG TIME CONTRACT TO PROVE THAT IT 

BRINGS BACK FIGUKABLE RETURNS, 


by 


THE MAGAZINE OF BUSINESS 
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There is no stronger home 
newspaper anywhere 
in Michigan than 


THE SAGINAW 


COURIER- HERALD 


(40 Years OLp.) 







Home circulation is an important 
asset and of exceeding value to pub- 
lisher and advertiser alike. It is 
necessary for production of mutually 
satisfactory results, 

THe Covurter-HERALD is the only 
morning, only Sunday and only Re- 
publican daily in a strong Republican 
community, present population of 
which is 60,000, 

1906 average wy 14,397 net paid, 
Guaranteed by A. A: A. and recog- 
nized as true by American Newspaper 
Directory. 

Rates are low. 
to quote you. 


THE S. C. BECKWITH 
SPECIAL AGENCY 
Sole Agents Foreign Advertising 
Cuicaco - Trrpune Bipa, - New Yor 


We will be glad 




















START 





a comfortable balance left. 





order. Address, 


17 Spruce Street 





RIGHT. 


Send for a copy of my Sample Book and Price List 
and, at your leisure, compare it with what you were 
charged by the credit ink houses for the privilege of 
paying your ink bilis in thirty or sixty days. 
tive that the difference in cost 7 my favor for the past 
year would have allowed you to make numerous Christ- 
mas presents to your family and friends, and still have 
All I ask is a trial order 
(large or small) and if the goods are not found as rep- 
resented, your money will be refunded immediately, 
also the cost of transportation. 
longer, but start the new year right by sending me an 


PRINTERS INK JONSON 













I am posi- 


Don’t delay it any 


New York 
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OMMERCIAL 


ART CRITICISM 


By GEORGE ETHRIDGE, 41 Union Square, N. Y. 


Readers of Printers’ bale will Receive Free of Charge 


Criticism of 


Art Matter Sent to Mr. Ethridge 








In this advertisement, or alle- 
gory, for the pleasure of behold- 
ing which we are indebted to Mr. 
Gest, of Cincinnati, we observe 
that Father Time has broken his 
scythe in a futile attempt to mow 
down a stone church. 

At his age he ought to have 
known better. 

The sun, however, is still shin- 
ing behind the horsehair cloud 
effect in the background, 

In the midst of a serious at- 
mospheric disturbance or explo- 
sion of some kind a section of 





TIS NEVER TOO 
LATE TO MENO” 
alll 





NO.|I 





inasonry appears at the left which 
may provide the key to this sad 
and strange situation. It does 
not do so very successfully, for 
by the tiny rectangle in the center 
we learn that Mr. Gest is in 
some way interested in under- 
ground wiring. 

This being the case, it becomes 
necessary to dismiss the entire 
picture from the mind as having 
absolutely no connection with the 
subject. An illustration like that 


designated ‘as No. 2 might not. 


prove so amusing to the children, 
but it would certainly be more 
appropriate and useful. 


The tastes and preferences of 
the turtle have never received the 
attention that they should. A 














WIRE TROUBLES SOLVED 














turtle’s opinion of tobacco would 
undoubtedly prove interesting and 











Waputa & Coillns, 
cturers, 
powtuese et, BR. I, 





useful, and it has remained for 
the makers of the Dorsey Cigar to 
reach in some manner the con- 








40 


smoke. 
warning—‘“Don’t be a_ turtle.” 
Very well, we won't. 
will we smoke a_ cigar 
name will forever be 


hoarse honk of the bullfrog. 

* * + 

The -American Hair 
Company was, according to 
accompanying advertisement, cs- 
tablished in 1856, and the trade- 
mark which forms the sole illus- 
tration of the advertisement was 
evidently made in that same year. 


Neither 

whose 
associated 
with the slimy green pool and the 


Cloth 
the 
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clusion that the turtle is a poor advertisements is that 


they at. 
judge of what constitutes a good tempt to claim too much—to read 


Hence the advice and one you would think that the par. 


ticular roofing described was th: 











OF FIRE FROM SPARKS 
AND NO DANGER OF DAMAGE BY ACID 
FUMES IN SMOKE WHEW YOUR. 
BUILDINGS ARE COVERED WITS 


TEXLA ROOFING 





lt is satarated and coated with « special 





American Hair Cloth Company 


PAWTUCKET, R. I. 
ee EB. PERVBAR, Agent 
ESTABLISHED 


1856 


LARGEST MANU. 
PACTURERS in the 
WORLD OF HERRING. 
BONE and FRENCH 
CLOTH for 

ING MANU. 

and MER. 





PACTURERS 
CHANT TAILORS. 
BEST IN THE BEGINNING, CHEAPEST IN THE END 


ten and tee enfment etna agra ree eae 
‘oy 


Any substitute, however 
when the Reputation of Your Goods is at s 


/3,% 10/4, ie 10/ 
en ee oe Here: we: 18/7: ta - 
French Royel, Grey or Bieck,  - ta2/s, we/s 

“imperial “* 200/68, 206/ 

« “ White, * 200/2. sou/a 
French Renesissence, Grey, Bleck 5 “* 240/4 

“ Ribbed, Grey or - 20/6, 210/6, 216/7 

“ “ White, “ike 2168/7 

“ Twilled,GreyorBieck + 2650/6 2560/6 2656/7 


14, oe 58 16, 18, 20, 22, Soned 27, 30, end 32 Inch, made in 
stytes end quelitics. if any other weight or style wented, write 
us. ‘Ren for these ncenbers. 


+ What better recognition 
nena ced 





of Lepteratip sana se bare received Foganise 


sciestific combination of Refised Natoral 
Asphalis, and is the only roofing MADE 
ESPECIALLY FOR THIS CLIMATE 
JOST PRONE OR MAM TOUR ORDER-TODAT! 
e @ 
Texas & Louisiana Lumber Co. 


HOUSTON, TEXAS 











only roofing fit for any kind of a 
building, from an Oriental palace 
to an Eskimo snow hut. 

This advertisement makes one 
good, strong claim, and is there- 
fore impressive and convincing. 

a 
YOU’RE RIGHT, MR. DUNNING. 
AvuLanper, N. C., Dec. 12, 1907. 
Editor of Printers’ INK: 

Wading through Printers’ INK ab- 
sorbing everything possible, I came 
across Edwin W. Ingalls’ letter about 
the “Standard Oil Co.” The name 
“Standard Oil Company” might not be 
an inducement to buy, but the fact 
that the name appeared did not cause 











The fact that it has been run 
continuously ever since without 
even being cleaned does not add 
to its clearness or beauty. 

It seems as if the American 
Hair Cloth Company was nearly 
due to surprise its friends and 
admirers with a new cut, if noth- 
ing more. It is an excellent idea 
to display a trademark promi- 
nently and keep it before the eye 
of the public—but not such a 
trademark as this. 

* * * 

Here is an advertisement of the 
Texas & Louisiana Lumber Com- 
pany, which embodies and illus- 
trates a statement of fact. 

The trouble with most roofing 





as 


them to miss one sale. I bought a 
’ lamp after reading their adver- 
and to “pay the Devil his 
it is a good one, even though 
it burns oil unusually fast. The lat- 
ter fact, however, is an evidence of 
their thrift. If their advertising is 
good and the article proves _§satisfac- 
tory, the name “Standard Oil Co.” 
will hardly keep people from buying; 
on the other hand, it is likely that the 
public will get the idea that the lamp 
or heater will prove to be of unusu- 
ally good quality, and give better sat- 
isfaction than other makes, for the 
reason that “standard oil” will be used 
fuel, Yours truly, 


A. J. Dunnine, Jr. 








Don’t expect an advertisement to do 
its own work and yours too.—Agri- 
cultural Advertising. 
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right is buying 
future business mn ew 
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ADVERTISING done 
business—often 
eler’s Circular. 
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Advertisements. 


Advertisements in “ Printers' Ink” cost twenty 
cents a line or forty dollars a page (200 lines) 
Sor each mnsertion, $10.40 a line per a Five 
per cent discount muy be deducted if payment 
accompanies copy and order for insertion 

and ten per cent on yearly contract paid 
wholly tnadvance. Ifa specified position is 
demanded for an advertisement, and granted, 
double price will be charyed. 


WANTS. 


GENTS wanted to on ad novelties;2% com. 
3 samples, 10c. S.C. KE ° ENYON, Owego, N.Y. 


RINTER. with selkonnipee lant warits 
P monthly publication to pring, CHAS. M. 
» Paulsboro, N, J. 


aaa like Pacific Coast Sellin Agency fo for 
Standard Eastern House. 
PANY, 1380 Broadway, Vakland, Cal. 


-LLUSTRATED FARM SERVICE for dailies. 
Page mats or any way to suit. ASSOCIATED 
FARM PRESS, 112 Dearborn St., Chicago. 


“Tee circulation of the New York World, 

morning edition, exceeds that of any other 
morning newspaper in America by more than 
100,000 copies per day. 


66 AP ead ty ever: MAGAZINE” should be 


subscrip' ition Sample copy free. ADVER- 
TISERY? pion, 1S B13 Grand, Kansas City, Mo. 


Wr ea | eg amano bmg serving 

employers. nings for Newspa 

Magazine and a avortisier men in all weunehes’ 

Write or call nearest office. HAPGOODS, 305 

ew. New York. or 1010 Hartford Building, 
hicago. 


Manufacturers’ rers—Attention 


Ta Ny well to 
at ‘Atlantic City, and sell to hotels or the trade, 


articles of rH f 
W. CHANDLER STEWART AND STAFF, 
1003 Pacific ‘Avenue, Atlantic City, New Jersey 


YOUNG MEN AND WOMEN 

of ability who seek positions as adwriters 
and ad managers should use the ciassified col- 
umns of PRINTERS’ INK, the business journal for 
ee ee cara "weekly at 10 Spruce St., 
New York. Such advertisements will be inserted 

at 20 cents per line, six words Co Lwe line. 
eRe’ INK ts the vest school for advertisers, and it 
reaches every week more employing aavertisers 
than any other publication in tue Onited Srater. 





OSITIONS NOW OPEN—For supt. of printing. 
40 hands, Vhila.; news foreman, union, Ill. 
$23-25; Hoe web pressman, non- -union, Ct., $23; 
panty ae eee on, Mass. and Ct. > $21; fore- 
man bookbinder, N. J.; city m8 Ot. and O 
; night ed., !’a., s tel. adve. 


= cito pore, ht ¥. an reporters and 
noty, rators. Booklet ¥ free. 1 ERNALD’S 
int PAPER MEN’S EXCHANGE, Springfield, 


ANTED—Clerks and others with common 
school educations only, who wish to qual- 
ity forready positions at $25 a week and over, to 
write for free copy of my new prospectus and 
endorsements from leading concerns every- 
where, One vraduate fills $8,000 p: Sgt 
$5,000, and any number earn $1,500. The best 
Sotnine adwriter in New York owes bis suc- 
cess within a few months to my teachings. De- 
mana exceeds supply 
GEORGE H. OWELL Advertising and Rust: 
ness Expert. 471 Metropolitan Annex. New York. 


A™ you in need of a New York and Eastern 
representative! Family affairs necessitate 
my giving up present position and coming to 
New York City at earliest possibile moment. 
Would like to connect with aggressive publica- 
tion as advertising man and correspondent. 
Fifteen pease in daily and trade paper field. 
Thorough knowledge of copy preparation, type 
—being a practical printer—and good de: seriptive 
writer. Good appearance, pleasing personality, 
age 34, married, strictly temperate. References. 
Knows how to get and hold business, Salary or 
commission basis—latter preferred. If you are 
in the market for a reliable, competent, man, 
write me at once. CR.” 

408 Baltimore Buiiding, Chicago. 





ADV, MAN 


Experienced advertising man, ten years 
with department store and ten in general 
odvertenne, wants place where ability, hard 
work and experience will count. Best 
references. 


WANTS JOB! 


Can originate merchandising plan or sug- 
gest improvement on one in use, to reduce 
expenses and increase sales, Salary to be 
in proportion to results. 


Address ‘‘EXPERIENCE,”’ 
care Printers’ Ink. 








YOU NEED ME 


Increased business is assured if you have 
a man at the helm who cp att results, 
lam at present manager of a large publish- 
ing house — h produces well-known agri- 
cultural pape 

For per: Sonal reasons wish to at once sever 

connections, Am building up their cir- 
culation and income nme ly. 1 have ideas 
for building up circulation at an enormous 
rate. Canincrease any journal's circulation 
one hundred thousand yearly. My plas 
will add a quarter of a million dollars yearly 
to your receipts. 

T have evidence and positive proof. Mak- 
ing folks feel that they need what I write 
about is my business. 1 learned the art of 
salesmanship on paper in the school of ex- 
perience. Strong. forceful gelling argu- 
ments is where I make good. I ama skilled 
advertising man and correspondent of 
much experience. Am 30; reliable. industri 
ous and a pusher. I never er until [ have 

erfected plans for to-morrow’s increase in 

usiness. If you want a man Sof wide ex- 
perience, with practical knowledge of all 
trades anc professions pertaining to pub- 
licity I am at your service. Will go any- 
where, any time, Desire to hear only from 
reliable concerns who are willing to pay the 
highest price for brains, ability and energy. 
Address in strict confidence, as { cannot 
sacrifice my present position untilI have 

landed a better one, VERTISER,” 
P.O. Box 2, St. Paul, Minn 
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PRINTING. 


UR choice of printing consumers kee cep us 

continually busy. On receipt of your data, 
we can easily demonstrate whether or not your 
choice and ours is identical. Perhaps it may 
lead to mutually protitable business? Who 
knows? Why not write eed THE BOULTON 
PRESS, Drawer 94, Cuba, N 


pt ensiatae "Yl 
ADVERTISING AGENCIES. 

D A. O°GORMAN AGENCY, 1 Madison Ave., 

e N.Y. Medical Journal advg. exclusively’ 


W. KASTOR & SONS ADVERTISING COM- 
e PANY, Laclede Building, 8t. Louis, Mo. 
tHE IRELAND ADVERTISING AGENCY 


1029 Tribune Building, New York. 
925 .C Street, Phil | 





ARFIELD ADVERTISING COMPANY, 1269 
Broadway. New York, General Advertising 
Mail order and classified adver tising a 

ty. 


LBER?T FRANK & CU., 25 Broad Street, N.Y. 
General Advertising Agents. Kstablisheu 

1872. Chicago. Boston. Thiladelphia. Advertis- 
ingof ail kinds placed in évery part of the worid, 


ANUFACTURERS’ ADVERTISING BUREAU, 

351 Prosdway sop | P.O., NewYork. Ads 
RNALS our specialty. 

Benj. R. ‘Westen, Propr. Est, 1877. Booklet. 
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BILLPOSTING AND DISTRIBUTING. 


8,000 PASSENGERS DAILY 


from Danville-Illinois Interurban Station. Elec- 
tric jines run through rich farming country and 
into the mining districts; rich farmers, well-paid 
laborers, the kind of poopie | #9 want to reach 
Advertising spacey, 22x28 inches, $1 per month, 
R. C. PARKS, “Danville, Iilinois, 
— +e 
COIN MAILER, 


g 60 PER 1,000. For 6 coins $3. Any printing. 
ate ACMEC }OIN CARRIER CO., Burlington, la. 





a 


ADVERTISING NOVELTIES. 
VERY conceivable kind, from all manufac- 
turers. E. W. FRENCH ¢ O., 1 Beekman St. ‘ 
opposite Postoffice, New York York. 


Advertising Novelties Wanted | 


Our Novelty Department wants samples of 
New Advertising Articles on which we can secure 
good prices and exclusive rights. Correspond- 
ence solicited. 


The Desbarats Advertising Agency, Ltd. 
Suite 50, 42 Victoria Square, Montreal, Canada. 
—> 

PAPER 


B BASSETT & SUTPHIN, 
62 Lafayette st.. New York City 
Coated papersa specialty. Diamond B ‘Perfect. 
Write for hign-grade catalorues. 

















ADDRESSES. 


IST of 4,000 ~ sane, Teachers; price $5, or $2 
ee oo 
DERICK C. KBERHARDT, 
522 9 Ste Bong poy Building, Philadelphia, Pa. 





OO 
INDEX CARDS. 


NDEX CARDS for all Cabinets. Get our prices 
and samples. T. BLAIK PRINTING CO., 
912 Klm Street, Cincinnati, Ohio. 


pe ALF-TON LF-TONES. 
W RITE for samples and and prices, STANDARD 
ENGRAVING CU.. 560 7th Ave.. New York. 





pare copper half-tones, 1-col.. $1: larger 
rin. THE YOUNGSTOWN ARC aN- 
GRAVING CO, Youngstown, Ohiv. 


NPae rar K 7 Bat. KF -TONES. 
4, $1; 4x5, $1.6 
Deliver ay in eash accompanies the order. 
Send for sam 
KNOXVILLE TENGRAVING ¢ # CO., Knoxville, Tenn. 


H4!, .F-TONE or line productions. 10 square 
inches or smaller. detivered prepaid. 74<.:; 
6 or more. 50c. each, Casa with order. All 
newspaper screens. Service day and night. 
Write for circuiars. Keferences furnisbea. 
Newspaper process-engraver. FP. 0. Box 815, 
Philadelphia, ta. 


—_+o+—__—_ 
ADVERTISING MEDIA, 


R KACH 1,200 homes in Troy and Central Miami 

County, Ohio, by using the RECORD. Only 
daily. Delivered directly to 800 homes in city 
alone. Read by women. Rate, 2-7c. line, net. 





——— +e 
MAILING MACHINES. 


HE PICK MATCHLESS waa lightest and 
quickest. Price $14.50. VALENTINE, 
Mfr., 178 Vermont St., Baitnio N ° a 
—————~>—_—_ 


WRITERS AND ILLUSTRATORS. 


AY ILLIONS of up-to- cate clippings and pictures 

covering every to - classified for quick 
reference. Big help. K SEARCH-LIGHT IN- 
FORMATION LBRAe s,s SAL Bt 5th A Ave., New York. 


POSTAGE eh STAMPS. 
BUY at 3 off, unused U.S; ¢.0.d. R. E 
OLKSER, 2404 Milwaukee Ave. * Chicago, ill. 
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BOOKLETS, 


BOOKLETS? eee ane 


_ ig is 10 ~ - 
THOMA: 





“gh x 314. Good paper. Sample free. 
SH. U pesca 45 Rose St., N.Y. 


SUPPLIES. 


W D. WILSON PRINTING INK CO., Limited 
e of 17Spruce St., New York, sell more m: rg 
a than any other ink bouse in th 
ra 

Special prices to cash buyers. 


FFICE PASTE ;prepared as needed. Ber 
nard’s Paste Powder mixed at will with 
cold water; cieaner, better and cheaper than 
mucila e. Two-lb. carton wilt supply averag: 
ky months. Mailed to any address for 60 
stamps, BERNARD'S PASTE DEPAR1- 

MEN i, Rector Building, Chicago, 












TAGS AND BUSINESS HELPS 


will. put you in tough with more business. 





Tatdieeathe jon and catalogue sent on request. 
Demioon 
ton New York Philadelphia Chicago St.Louis) 





ee 
COIN CARDS. 


PER 1 Less for more; auy printing. 
THE G OLN WRAPPER Cv,, Detroit, Mich. 


8: 


PATENTS, 
PATENTS that PROTECT 


Our 8 books for Inventors mailed on receipt 
of 6 cts. stamps. KR. 8 & A.B. LACEY, 
Washington, D.C. Eatab. 1869. 














—_ 
PREMIUMS. 


rp fOUsAaNns of suggestive premiume suitable 
for publishers and otners from the foremost 
makers and wholesaie dealers in jewelry anc 
kindred lines. 500-page list price illustrated 
catalogue. (@Q) Greatest book of its kind. 
Published annually. 36th issue now ready ; free. 
8. F. MYERS CO., 47w. and 49 Maiden Lane. N. Y. 
—+>>—__—_ 
RARE OPPORTUNITY. 


OR 2 age aed = ane well-established 
monthly class journal paying net on 
20,000 annually, at which figure rt. be 
ought. Might sell half interest, nuyer to tak« 
coutrol of business. Don't write unless you 
can command the eaurce amount, Propo 

sition high class and gilt edge 

* E. B. 521,” cure Printers’ Ink. 


0 
PUBLISHING earns. OPPORTUNI.- 





OW is the time to ‘buy 

4 Publishing Property. 

Start in January 

And own your job, 

And work out your ideas. 

We have unusual opportunities. 

Write, ’phone or pa 
EMERSON P. HARRIS, 

Broker in Publishing Property, 

253 Broadway, New York. 





MOTORS. 


SOMETHING NEW. 


Variable Speed Alternatin 
Sorrent Motors , 


for Printing Presses; 300 to 3,000 impressions pe! 

hour; reversible atany speed. Sizes, 4 to 5 hors« 

power, Write GUAKANTEE KLECTRIC CO., 
Adams Street, Shiease. 
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AD WRITERS. TYPEWRITTEN LETTERS, 
DVERTISERS AND MERCHANTS—We are SS 
P : specialists in = 7 Me or re kinus, oe 
re your ads, letters, booklets, pamp! 
le “ ind circular matter at moderate prices. Send IMITATION 
ita nnd let us submit a sample. AD SERVICE TYPEWRITTEN LETTERS 
CO., 167 South Canal Street,  hicago, 
Seer ee = for the production of aS a 
ers, an 
DISTRIBU TION. turn payee be by the thousands = million 
in any style of typewriter type, furnishing 
Mr. Advertiser, TYPEWRITER RIBBONS 
Can’t You Use It? EXACTLY MATCHING. 


OUR LIST OF GUARANTEED DISTRIBUTORS 
overing the United States and Canada like the 
dew. Our Men will Distribute your Advertising 
Matter anywhere and S any class of Ort Mg FOR 
ONE-FOURTH THE COST of 
will handle the Goakenn for oon or, if you 
prefer to make your contracts direct with our black, blue. 
Inscributors, WE WILL MAIL YOU OUR_DIS- 


such perfect work at so low a price. 


plies 


pay for matter not so Distributed or destroyed. than you are now paying 
WRI 


{ US NOW. See if we can’t do some- 
thing pik Big References : Publishers’ Com- M. M. ROTHSCHILD 
mercial Union and Bradstreet. Circular Letter Specialist 
NATIONAL DISTRIBUTING CO.,, % Fifth Ave.. Chicago, Ill. 





700 Oakland Bank Building, Chicago, Il. 


Send for samples and prices. You will 
wonder how it's tt for me to produce 


To those operating their own Multigraph 
departments [am prepared to furnish sup- 


Kibbons for the Multigraph in all colors— 
va Boni ag Green — red; ae 

ORS? LOTO EE. WE GUAR- typewriter ribbons. All machines exactly 
ANTRE AN HONEST DISTRIBUTION, and will | ™Atching at prices Soy SROeaeS tees 

















The NEW YORK CHURCH PUB. CO. announces: 


65,000 other Church Monthlies ; all denominations. 


Space fora FEW SELECT Advertisements in ) 4 Congregational Monthly, 


THE HOME MISSIONARY § circuiatn 19,250 


Rates on application. 128-133 West Twentieth Street, New York 











4 YEARS FOR $5 


The subscription price of Printers’ Ink is $2 a 





year, but a four years’ paid-in-advance subscription 
can be had for $5,-or four one-year subscriptions for 
four separate subscribers for the same sum, or twenty 
for $20. Some intelligent newspapers find it a good 
investment to subscribe for copies for their local 
advertisers. It teaches them how to make their adver- 


tising pay, and to become larger and better advertisers. 
' ° 
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READY-MADE ADVERTISEMENTS. 


Readers of PRINTERS’ INK are invited to send model advertisements, ideas for window 
cards orcirculars, and any other suggestions for bettering this department. 








CONNELLSVILLE CoNnsTRUCTION Co., 
Contractors, Builders and_ Retailers, 
402 First National Bank Building, 

CONNELLSVILLE, Pa. 
Editor Ready Made Department: 

You will oblige us by giving an 
opinion as to the efficacy of a pamph- 
let after the style of the one enclosed 
herewith, for getting results in a town 
which is the center of a number of 
other small towns, and to which they 
look for much in the shape of mef- 
chandise and building. : 

It has been our custom to get out a 

booklet of this kind about March of 
each year. 
_ We have never used 
tions, considering it advisable to get 
right down to the proposition which 
we, and presumably recipients of the 
booklets, are interested in. 

Yours very truly, 
CONNELLSVILLE Construction Co., 
(Signed) J. Fred Kurtz, Sec. and 

Treasurer. 


any illustra- 





I like your booklet very much, 
but cannot understand why you 
should think that type matter 
right down to the 


alone “gets ; 
proposition” any quicker or better 


than type and cuts. As a matter 
of fact, a good cut generally ex- 
presses the right idea more clear- 
ly and much quicker than type, 
assuming of course that the cut 
is made especially for, or is well 
adapted to, the special purpose. 
Without regard for cuts, however, 
your booklet is a good one—a 
good, straightforward, honest- 
sounding talk about the work that 
you are,prepared to do. You 
did well to réprint, from the 
Ladies’ Home Journal, that ar- 
ticle on the advantage of owning 
one’s home. Just to show the 
general, pleasing style of the book 
—its frank, conversational man- 
ner, portions of two pages are 
here reprinted: 





PAINTING. 


Quite a number of persons have ex- 
pressed astonishment when . informed 
that there was nothing in the painting, 
varnishing and graining line that we 
cannot do, saying they thought we 
only did the painting when we did the 
building. This surprises us, as we 
have probably done more special paint- 





ing in Connellsville than any other 
firm or individual in the city. 

Our regular paint force consists of 
six men, under the direction of an 
experienced and able master painter, 
and we take especial pride in doing 
work of a class that is unsurpassable 
in appearance and lasting quality. We 
have received many compliments on 
our painting, and know that you will 
be pleased if you give us your con- 
tract for it. 

Most people have heard of Patton’s 
Sun-Proof paint, which contains abso- 
lutely pure ingredients, so proportioned 
that they form a mixture that cannot 
be excelled. The painters like it be- 
cause it flows smoothly and_ easily 
under the brush; the customer likes it 
because of its real worth; the public 
likes it because it produces handsome 
work and gives harmonious effects. 

The makers of this paint guarantee 
it to wear well for five years, or to 
supply new ‘paint free of charge, or 
give its equivalent in cash. We per- 
sonally recommend it as being one of 
the best brands purchasable at any 
price. 

We also use a paint composed of 
Armstrong & McKelvy pure white lead 
(not whiting) and fresh linseed oil 
(not fish oil), mixing same ourselves. 
We use this whenever a patron ex- 
presses a wish for it instead of Pat- 
ton’s Sun-Proof paint. Either kind is 
good, and we wish you’d let us do the 
next work you need in this line. Re- 
member, you want lasting qualities as 
well as good appearance, and this is 
where we shine. 


FINANCIAL ASSISTANCE. 


Through our intimate knowledge of 
the money market and an indirect con- 
nection with a number of organizations 
whose business it is to make loans, we 
are able to render valuable aid in se- 
curing money to assist in building. We 
make no charge for doing this, and 
would like to have you see us about 
both the work you want done and the 
money you will need for it. 





The Geo. H. Powell System, 
H. M. WILeMAn, 

Modern Advertising Expert. 
Net Results. Growing Business. 
22 Packard Street, 

Granp Rapips, Mich. 

Editor Ready Made Department: 

Please tell me, in plain English, 
what you think of the enclosed drug 
ads—where a man is limited in space 
and the press does not allow lay-outs 
in type. 

The enclosed circular letter also 
gives the hook—is it too out-and-out? 
Printers’ INK is the best medium for 
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an advertising man in the Universe,—ybusiness man will take kindly to 


none barred. 


(Signed) H. M. WILEMAN, 





Yours truly, the 


inference that he is asleep, 


and, doubtless, you intended to 


The drug ads look very well] say that “My whole effort will be 
and read well, though I can't! devoted to increasing your busi- 


quite understand why “Price 15¢.’ 


ness,” which is not at all what 





was printed on each side of the 





headline of one of them, making 
the first words to be seen by the 
reader “Marred Beauty Price 
isc.” Altogether, the price is 
displayed three times, where it 
seems that once would have been 
sufficient. The headline is not 
independent, but, though it reads 
into the body of the ad, is separ- 
ated from it by a wavy rule 
which serves no useful purpose. 
Here are two of the ads which 
are not subject to the foregoing 
criticism: 
WINTER COLDS 
are a growing evil—when neglected— 
and oftimes run into the dreaded white 
plague. Dr. Hull’s Tar Compound and 
Honey taken in time is a sure check 
and does not prove a detriment to the 
stomach. Most cough cures are made 
of injurious drugs. Take no_ chances. 
Remember your money back if it fails, 
For sale at all drug stores. 

Price 25¢. 
SCHROUDER & STONEHOUSE, 
Three Modern Drug Stores. 
‘Central Drug Store, 37 Monroe St. 
All Night, Cor. Canal and Bridge. 
West End, Leonard and _ Scribner. 


NIP THAT COLD NOW! 

It can be cured—if taken in time. 

Why suffer all winter?—think it 
over. 

How many of your friends fail to 
answer the roll call? Just a neglected 
cough tells the sad story. Bronchial 
affections first, then the vital organs, 
the lungs. 

Your life may be at stake and you 
unconscious of it. At the first sign 
of a cold purchase a bottle of our 
celebrated Dr. Hull’s Tar Compound 
and Honey at 15c. per bottle. It con- 
tains no poisons—besides if it does not 
help you we cheerfully return your 
money, ° 

For sale by all druggists. 

SCHROUDER & STONEHOUSE, 

Three Modern Drug Stores. 








| Party Slippers 





for the 
Little Folks 


We have a beautiful lot 
of Slippers and Fancy 
Pumps for the children— 
White, pink, and blue 
top shoes—also dainty lit) 
tle patent-leathers of all 
descriptions. —See us. 











Central Drug Store, 37 Monroe St. 
All Night, Cor, Canal and Bridge. 
West End, Leonard and_ Scribner. 


Regarding the circular letter, I 
believe it is one of the poorest 
that I have ever seen. It begins 
to be wrong in the printed head- 
ing, which starts off with “Wake 
up. My whole effort will be de- 
voted to your increasing busi- 








ATTRACTIVE BUT LACKING IN INFORMA- 
TION. FROM THE MINNEAPOLIS 
(MINN.) “JOURNAL.” 
you did say. As to the body of 
the letter, it is, first of all, mis- 
erably printed in imitation of the 
typewriter. It does not create 
that favorable impression of 





which you are supposed to be a 





ness.” I don’t believe that any 





It makes the usual 


producer, 
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mistake of citing Wanamaker, 
Marshall Field & Co., Rogers, 
Peet & Co., etc., in a way to con- 
vey the impression that those con- 
cerns “arrived” solely because 
they are liberal advertisers. If 
this letter produces any business 
for you, you may be sure that it 
will bring you trouble in propor- 
tion, because it leads the small 
or new advertiser to expect too 
much; he is almost certain to ex- 
pect the accomplishment of the 
impossible and to insist on results 
which neither you nor any other 
ad man can produce from thé 
material he can furnish—all- be- 
cause of the clearly intended in- 
ference that the big concerns 
mentioned are big because of ad- 
vertising alone, and seeming to 
ignore the fact that advertising 
space is an absolute waste of 
money unless there is really 


something worth while to fill it 
with, 





Box 24 MELRoseE Park, Pa. 
Editor Ready Made Department: 

Being an I. C. S. student, and a 
reader of your department, I would 
like to have your criticism of the en- 
closed, which is my first attempt at 
actual advertising. 

Don’t be too hard on my maiden(?) 
venture. Sincerely yours, 

(Signed) Cart FREDERIC GRAFF. 


There seems’ to be very little 
to say, one way or another. The 
ad was set in one face only—a 
plain, body letter—and printed on 
a buff unfinished stock, envelope 
slip size. There is nothing about 
it to create any particular en- 
thusiasm, and yet it is easy to 
see how, falling into the hands of 
people who are fond of lullabyes, 
it might easily produce good re- 
sults. Music would seem to be 
rather a difficult proposition to 
advertise—it is so hard to de- 
scribe a given piece in any but the 
most general of ways. I don’t 
know a thing about it, from ex- 
perience, but have always felt that 
the printing of a particularly 
pleasing portion of a piece, show- 
ing a sample, as it were, must be 
an effective means for selling. 
Here is Mr. Graff’s song of the 
lullabye : 

IF YOU SING 
you should have “A Lullabye,” as it 
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is one of the sweetest songs you cai 
sing, 

IF YOU PLAY 
you should buy “A Lullabye,” as the 
air is dainty and will cling to you 


memory. 
ANYHOW 

you should send for a copy of “. 

Lullabye,” as it is by far the best 

sleep song written in years. 

Enclose 15c. with your name ani 
address and a copy will be sent you 
by return mail, 

Cc. F. GRAFF, 
Melrose Park, Pa. 


“ 





Yea, Verily! It is Indeed No Less 
Strange Than Wonderful—That Any- 
body Should Print Such Rot in th 
Form of an Advertisement. Every 
thing but the Goods. Yes, “It is 
Unthinkable.” 





Rosenbaum’s. 


Isn’t It Strange and Won- 
derful. It Is Unthinkable— 
Our Mere Existence For 
Ten Minutes. 

Isn’t it strange and won- 
that some of us 
be endowed with 
and wrestle from 
nature its most treasured 
secrets. Like the wizard, 
Thomas A. Edison, who has 
done most to harness and 
apply that wonderful force 
electricity which we cannot 
see but exerts its force 
through a solid mass as easy 
as water runs through a 
pipe, and operates our rail- 
roads and illuminates our 
streets. Or like Bell who 
has made it possible to talk 
with our friends although 
they are a thousand miles 
away. Or like Marconi who 
flashes messages to far dis- 
tant points through space. 
Or like Roentgen, whose 
wonderful appliance enables 
surgeons to gaze through 
our bodies as you would 
look through a ghost. Or 
like brave Theodore Roose- 
velt and his giant intellect, 
who has done so much to 
raise the moral standard of 
our country. Isn’t it strange 
how we put the electric 
touch on every hat, and 
make them the best that 
money can buy. And invent 
and create the most wonder- 
ful styles. There is no place 
you can get a hat so charm- 
ing as at 
The Old Reliable Store— 
ROSENBAUM’S MILLIN- 

ERY PALACE, 


407-409 Northampton St., 
Easton, Pa. 
Established 1869. 


derful 
should 
genius 
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Work upon the revision of Rowell’s 
American Newspaper Directory 
for 1908 is now in hand. 








Publishers who wish to furnish a statement of the number of 
copies — for the year 1907, to appear in the Directory for 1908, 
the 40th annual issue, will be in time if their report is received on 
or before February 15, 1908. 


% * * 

The book for 1908 will be issued in May of that year. The suo- 

scription price will be $10, the same as heretofore. 4 
*% “of % 

The book will report the name of every paper or periodical, the 
day or frequency of issue, will tell its politics or the interest to which 
it is devoted, the size and number of pages, the subscription price, 
the date of establishment, editor’s pot publisher’s names, and will 
accord a rating intended to make known its average issues for the 

receding year, to every paper or periodical believed to issue regu- 
arly so many as 1,000 copies. For publishing such information 
there will not be, and never has been, any charge. 


* * * 

The publisher’s statement of what has been the number of copies 
printed for a year, preceding the date of his report, is accepted if 
it sets down the date of each issue and the number of copies pro- 
duced which were complete and sufficiently perfect to be served to 
subscribers or sold to be read, dividing the total by the figures 
that indicate the number of separate editions, the result showing 
the average edition issued. 

On receipt of five two-cent postage stamps the publishers of the 
Directory will send, to the publisher of any paper making applica- 
tion, a page from the last issue of the Directory, showing how that 
paper was described therein and the circulation rating accorded. 

On receipt of five two-cent postage stamps the publishers of 
the Directory will send, to the saliidher of any paper making ap- 
plication, two copies of a large blank, printed on heavy ledger 
paper, showing a form for making up such a statement of copies 
printed as will be certain to meet the Directory editor’s views, if 
properly filled in. of * 2% 

fa publisher wishes to make any statement in his own behalf, 
to appear in the next issue of the Directory, to follow the catalogue 
description of his paper, he may say whatever he chooses at a cost 
of $1 a line for the matter inserted, which will be designated by ap- 
pearing under the heading ‘‘PUBLISHER’S ANNOUNCEMENT.” Six 
words average a line. If the announcement calls for 120 words or 
more the price paid carries with it a — to a free copy of the 
book (which is sold separately for $10). If cash accompanies the 
copy five per cent may be deducted from the price in consideration 
of advance payment. * * By 

Display advertisements to appear in the body of the Directory 
also entitle the advertiser to a free book, and will be inserted % page 
for $20, 14 page for $30 and 1 whole page for $50; but these prices 
are doubled if a position for the advertisement is demanded on the 
same page or opposite the one where the catalogue description ap- 
pears of the paper advertised. These prices are also subject to the 5 
per cent reduction if cash, in full payment, accompanies the order. 

Address all communications to 


PRINTERS’ INK PUBLISHING CO., 
Publishers of Rowell’s American Newspaper Directory, No. 10 Spruce St., New -York. 
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Rowell’s 


The Authen- 


tic Reference A : : 
Work Upon merican 
Newspaper 


vz rut Newspaper 
Directory 


ical Statistics 








E1907 Edition enumerates 22,898 
separate publications, giving frequency 
of issue, politics or general character, 

form, size, annual subscription price, year of 
establishment, the editor’s and publisher's 
names, and copies printed. 

The names of towns in which papers 
are published are followed by population, 
location in State, prominent industries, etc. 


“vuln addition to the catalogue of publica- 
tions by States, separate lists show papers 
printing a Sunday issue, papers printing in 
excess of 1,000 copies each edition, and 
trade and class publications, carefully 


classified. 








’ The Directory contains 

THE PRINTERS’ INK 7 Dicciorycontain 
substantially bound in 

P UB LISHING Co. cloth and gold. Price, 

$10. Transporta- 

10 Spruce Street New York City tion charges prepaid 
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